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WOMAN is easily the most 
powerful force in British 
advertising for selling 
exclusively to women. 
MEMBER A.B.C. 


ae 
PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LID., 96-98, LONG ACRE, LONDON, W.C.2.  ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT LINE a 
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Know Your Market 
Before Booking 


Sin,—The main feature of the 
discussion on advertising abroad 
has been how to book the space 
and very little has been said about 
knowledge of the markets them- 
selves. Surely advertising, as 


» understood to-day, is something 


more than that? Every overseas 


' market, irrespective of its size, is 
* a separate unit with its own 
+ potential—likes and dislikes—and 
* has to be studied individually if 
© it is to be developed and main- 
) tained. This can only be achieved 
' if an 
) agency is established on it— 


experienced advertising 
whether this be your own organ- 
isation or an affiliated company. 

No doubt there are examples 
to the contrary, and | can quote 
them myself. Successful cam- 
paigns have been, and still are, 
run direct from London. Further- 
more, goods are sold without any 
advertising at all, but I dare say 
there have been more failures 
than successes. 

What interests me is the mar- 
ket of to-morrow, when goods 
are plentiful, severe competition 


» and reduced demand—with the 


customer freely exercising his 
Goods will stil| have to 
be sold under these conditions 
and sold economically. 

This, to my mind, can only be 
done efficiently if you have some- 
one living on the market per- 
manently or “go and see it your- 
self” as often as possible. 

Advertising has to be created 
separately for each market (no 
translations) however small it may 
be, its results checked continually, 
and new ideas and improvements 
introduced side by side with the 
marketing policy of the product. 

It is only then, when the mar- 
ket is known thoroughly, that one 
can think in terms of how to 
book the space. 

J. F. SOVA, 
General Manager, 
Havas Ltd. 


TO THE 


LETTERS 


EDITOR 


‘This Book Can Be Dangerous’ 


Sin—After reading lan 
Harvey’s book “The Technique of 
Persuasion” ] am unable to agree 
with your review (August 16). 

This book can be dangerous 
when read and believed by some- 
one with no knowledge of our 
industry. 

Mr. Harvey unashamedly iden- 
tifies political propaganda with 
commercial advertising. Although 
he admits that political propa- 
ganda has always been sinister 
and that its discredit is ages old, 
he does our industry a great dis- 
service by attempting to white- 
wash it with the principles and 
puftpose of commercial adver- 
tising, 

Some of us believe that pub- 
lic confidence in commercial ad- 
vertising has been nourished by 
the voluntary discipline of prac- 
titioners and the honesty of 
advertisers wishing to gain pub- 
lic acceptance for their goods or 
services. 

Such a situation could never be 
enjoyed by or imposed by any 
political machine. 


He further discredits our 
profession in the eyes of those 
who know little of us by this: 

“Confidence depends on 

truth. That is why the first 
and second laws of advertising 
are almost indissolubly linked. 
‘What is truth?’ said Pilate, 
and being a soldier and not an 
intellectual, he would not stay 
for an answer. Truth in the 
case of advertising, is any 
statement that cannot be proved 
to be a lie.” 

Finally, 1 am appalled by what 
is perhaps the most priggish 
paragraph I have ever read. 

“Advertising, despised by 
the intellectual, rejected by the 
politician, patronised by the 
businessman, has within it the 
key to power within a free 
society. Professor Bartlett 
knows that—so do 1—but only 
very few other people have 
reached a similar conclusion.” 

Really ... Mr. Harvey! 

A. CAMPBELL GIFFORD, 
Advertising Manager, The 
British Bata Shoe Co., Ltd. 


Prudence And 
Direct Mail 


Sir,—I_ notice in your report 
(August 2) of the annual meeting 
that the Membership of the British 
Direct Mail Advertising Associa- 
tion is still under 250. This is 
truly most unfortunate. 

Can anyone tell me why this 
Association is ignored by the 
many thousands of firms who 
make extensive use of postal ad- 
vertising? I am not very close to 
Association affairs now, but I 
know that the B.D.M.M.A. has 
served the interests of postal ad- 
vertisers actively for nearly 25 
years, 

When it comes to a serious 
issue such as the new 14d. postage 
the matter is taken up with the 
appropriate authorities on behalf 
of all postal advertisers, but with 
the pitifully weak voice of a 250 
membership. 

I believe the time has come 
when postal advertisers should 
scan the horizon, considering 
seriously whether their interests 


are likely to be further threatened 
and if so what collective action 
could be taken. So long as they 
stand aloof from their Associa- 
tion they seem to me to be fair 
game for anything unpleasant. 
The prudent course to-day for 
the members of any group with a 
common interest, whether it be 
industrial, professional or com- 
mercial, is to band together as 
strongly as they possibly can; and 
they all do it. Postal advertisers 
choose to be different. 
IAN HARRIS. 
Managing Director, 
Bisley’s (Consultants) Ltd. 


Sporting Press As A 
Medium 


Sir,—In advertising, how often 
the advertiser (or the agent) blame 
the media, if returns are low? 
You do well to stress the impor- 


tance of “suitable copy” when 
using sporting journals; and this 
does not always mean a passing 
reference to the particular type 
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of sport covered by the media. 

Is it vanity or laziness which 
causes potential advertisers to 
by-pass this lucrative market? 
Do they dismiss lightly this throb- 
bing heart of the public or is it 
that they just don’t think? 

The British people are known 
all over the world as_ the 
nation with the sporting spirit. 
Without sport any nation will die; 
with sport the enthusiasm, co- 
operation, friendly rivalry and the 
joy of life all go to build up a 
receptive and retentive state of 
mind, just the state of mind in 
which the advertiser desires his 
message to be read. 

It is agreed that a person’s in- 
terest must be aroused before he 
will listen to amy message, so, 
why waste valuable space trying 
to do this in a general way, when 
the sporting media have already 
prepared and cultivated this con- 
dition, and the time is ripe for 
the correct presentation of ‘your 
product? 

No farmer can produce a worth- 
while crop without first preparing 
the ground, The sporting Press 
has prepared the ground and is 
carefully cultivating it from one 
year’s end to another. All that the 
advertiser has to do is to sow 
the right seed now. 

REFEREE, 


(Name and address supplied) 


While There’s Light 
There’s Hope 


Sirn,—My Association does not 
share the pessimistic view ex- 
pressed in “To-morrow’s Topics.” 

The Ministry have assured us 
that their promise not to ban ad. 
lighting again this winter but 
merely to restrict its use between 
7 a.m. to 7 p.m. still holds good. 
We have no reason to doubt this 
assurance. 

BERNARD MOSS, 
Secretary, Electrical Sign 
Manufacturers’ Association. 
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To take advertising space in WOMAN’S WEEKLY is to 
experience a sense of deep security. The enormous 
response reported by so many of its advertisers makes 
WOMAN'S WEEKLY the one periodical you cannot afford 


to omit from any campaign addressed to women. 


WOMAN $ WEEKLY 


AN A.P PUBLICATION - PAGE RATE £540 - 3d. WEEKLY 


COOKERY recipes that 
really help the rationed 
housewife 


BEAUTY features with a 
following among women 
of all ages 


FASHION news and pat- 
tern service with the 


widest possible appeal 


KNITTING Undoubtedly 
the most successful knit- 
ting section to be found in 
any popular weekly 


FICTION Good, powerful 
reading matter with a high 
standard of illustration 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LIMITED, LONDON, E.C.4 
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OVER £19 MILLIONS ON PRESS ADS. 
IN SIX MONTHS 


Beauty 


Aids, Home Perms, Soap, 


Beer, Sot Drinks, And Puddings 
all UP in 


Last Quarter’s Spending 


DESPITE the fact that the amount of space available has 
been static, total expenditure on display advertising for 
the first six months of this year amounts to £19,814,356—an 
increase of 7-45 per cent on the total for the corresponding 
period of 1950. This is revealed in the quarterly issue of the 
Statistical Review of Press Advertising, just published. 


Expenditure for the second quarter of 1951 was 8:34 per ° 


cent up on the corresponding 
quarter for 1950, £10,304,786 
against £9,511,374. 

The quarter’s figures reveal a 
decline in the advertisement in- 
come of newspapers as a whole— 
although provincial dailies, as a 
group, register a rise of 5-61 per 
cent on their 1950 figure. 

Trade and financial advertising 
at £9,991,743 showed an increase 
of 8-92 per cent on the corre- 
sponding quarter for 1950. 
Government advertising at 
£313,043 showed a decrease of 
7-47 per cent. 


*Remarkable”’ 


The continuing growth of 
revenue of magazines and tech- 
nical journals is described by the 
Statistical Review as remarkable. 
These two groups showed in- 
creases of 30°82 per cent and 
30-15 per cent respectively. Trade 
journals had an increase of 15-69 
per cent. 

The quarter’s expenditure was 
up by £795,216 or 8-36. per cent 
more than the total for the first 
quarter of this year. 

The Review comments: “There 
is normally a seasonal expansion 
in advertising in the second 
quarter of the year but the effect 
of this is limited, for there is 
little elasticity in the total amount 
of advertising space available—it 
cannot expand much and all that 
is available is taken. 

“So we must conclude that the 
rising trend of total expenditure 
is mainly an index to the increase 
in rates charged for space.” 


The quarter's spending was 
notable for a sharp rise in the 
amounts spent on and 
cosmetics. 


Combining the totals on beauty 
face powders, lip- 
stick, manicure, perfumes and 
toilet creams, aggregate expendi- 
ture for the quarter was £278,646, 
compared with £194,495 in the 
previous quarter and £217,076 in 
the second three monihs of 1950. 
Last year expenditure rose by 
£70,000 in the second quarter— 
this year by £84,000. - 

Expenditure on home perm. 
advertising rose from £33,902 to 
£87,599, and on permanent waves 
from £14,684 to £21,728. 

The total spent on advertising 
of beer is listed as £159,863, an 
increase of £31,600. An even 
greater relative increase was 
shown by soft drinks. Their ag- 

@ Continued on page 353 


a by media groups for the first six months of 1950 and 


1st half 1950 | 1st half 1951 


Provincial Dailies 
——_ and Si 
Technical *. 


Trade 


£5,399,560 £5,355,111 
1,192,772 


780,179 | 


Total) £18,441,862 


| £19,814,356 


Comparison of expenditure during corresponding quarters: 


2nd gtr. 1950 | 2nd gtr. 1951 


London Mornings 
London Evenings 


y 
on ses 
rovincial D; +. 

— , ow  \ 


SUVEES 
f 
y 7 
Trade ... 


an Weeklies ... 


| £2,673,352 
| 603,227 
| 1,022;458 
| 318,019 
t 


Total 


£9,511,374 


£10,304,786 


No ‘Slaughter’ Of Outdoor Ads. 


In the South London borough 
of Camberwell 1,538 outdoor ad- 
vertisements are “under review.” 
Groups of councillors are touring 
the borough with officials exam- 
ining each advertisement. 

A Council spokesman said: 
“There will not be an wholesale 
slaughter of advertisements, but 
ones which are a definite eyesore 


will have to be modified, and, in 
some cases, discontinued.” 

Surrey Planning Committee 
are objecting to four advertise- 
ment boards, advertising minerals, 
coffee, salads and suppers, at 
Mole Side Nurseries, Lower 
Duxhurst, near Reigate, and will 
take action to secure their 
removal. 


“SCANNING THE PROVINCES” 


A Factual 
Survey 
of 
Jo Towns 
& Districts 


Executives should apply FOR FREE COPY to R. H. PENNEY, 


Northelifie Newspapers Group Ltd., Carmelite 


Advertisement 
House, London, E.C.4. Cen. 6000. 
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Publicity Survey For National 


Savings 


POSTER QUIZ 
RESULTS 


People will claim to 
“recognise” a non-existent 
poster, a National Savings 
publicity survey reveals. 

Describing a survey’ by 
more than 100 voluntary inter- 
viewers, National Savings News 
Letter says that 9 per cent of 
the people interviewed claimed to 
recognise a “dummy” put in 
among National Savings and com- 
mercial posters in order to test 
the degree of recognition. 

The people interviewed were 
shown a chart on which were 
pictures of The Knight in Armour 
certificate Press advertisement, 
the Bride poster, and the Holiday 
poster (man and girl). 

The Knight was recognised by 
just over half the people inter- 
viewed, and men seemed to know 
' it better than women. Of those 
who recognised it, 92 per cent 
knew that it was a National 
Savings advertisement. 


Women Knew 
The Bride 


The Bride poster, which had 

been widely displayed on hoard- 
ings throughout the country for 
a year, was recognised by 57 per 
cent of the people interviewed. 
“As might be expected, women 
» seemed to know it better than 
_ men. Strangely enough, more men 
_ than women knew that it was a 
’ National Savings poster.” 
' Only 21 per cent of the people 
interviewed recognised the holi- 
_day poster, which had only been 
’ distributed through groups and 
‘local committees, but most of 
‘them identified it successfully 
‘with National Savings, although 
‘some associated it with holiday 
camps. 

Knowledge of the terms of the 
new issues of savings certificates, 
which at the time of these inter- 
views had been widely advertised 
for over three months, was sum- 
marised as follows: 80 per cent 
knew the cost of a certificate 
unit; 53 per cent knew the maxi- 
mum holding; 44 per cent knew 
the value at the end of 10 years; 
39 per cent knew the rate of 
interest. 


Weekly Readership 
Proved In Rural Areas 


On these matters men were 
better informed than women, and 
those in rural areas than those 
in towns. “Perhaps this bears wit- 
ness to the care with which 
country-dwellers read their 
weekly local newspapers,” com- 
ments the News Letter. 

The middle age group was best 
informed, and the degree of 
knowledge rose with income. 


Sefton Gray Ltd., personal export specialists in British quality cloths 
po veal are Sed in this window display at the Swiss Air 
Lines office in Regent Street. Specially produced for the site it is one 
of several displays designed with the co-operation of Swiss Air Lines, 
Pan American Airways (Piccadilly), and South Australia (Marble Arch) 
to direct Festival visitors to Sefton Gray's shop in Brook Street, 
Mayfair. Agents for Sefton Gray are Lovell & Rupert Curtis Ltd. 


Broker Tells How Collective Ads. 
_ Could Aid Insuranee 


“Have You Doubled Your 
Insurance?” would be a suitable 
theme for collective insurance 
advertising. This suggestion is 
made by H. A. Sheppard, Tun- 
bridge Wells insurance broker, 
commenting on the news story on 
insurance ~ publicity which ap- 
peared in ADVERTISER'S WEEKLY 
(August 16). Mr. Sheppard writes: 

There can be little doubt that 
the small majority obtained at 
the last General Election was in 
no small measure due to the anti- 
nationalisation campaign of the 
insurance offices. The campaign 
at least secured “time.” 

But this type of collective ad- 
vertising should be only the 
beginning. There is ample scope 
for collective advertising which 
could benefit the insurance busi- 
ness by increasing turnover. 

A suitable topic might well be, 
“have you doubled your insur- 
ance?” Comparatively few policy- 
holders have brought their fire 
insurances up to _ present-day 
values, and fewer still are the 
policy-holders whose life assur- 
ances have been doubled since 
the war. Collective advertising of 
this type-could do enormous 
good for many sections of the 
insurance business, and it would 
benefit policy-holders. 

Advertising of this kind could 
quite easily be dealt with under 
the “committee budget system” 
but the actual details of such a 
campaign are best left to the ad- 
vertising experts, subject to 
approval by the “committee.” 

The insurance business has 
gone in for collective advertising 
with a view to showing how un- 


wise it would be to nationalise 
a section of the business. Now 
is the time for the advantages of 
collective advertising which would 
produce premium income (the 
blood stream of the insurance 
business) to be shown. 

A central P.R. office for insur- 
ance is not necessary, and would 
not work in practice. Collective 
advertising can be of great value, 

J 
Using Salv 
EY age 
Timber 

Salvaged timber—from hoard- 
ings which are pulled down, for 
example—is re-usable for adver- 
tising structures, despite doubts 
occasioned by wording of a new 
Timber Control order. 

Owing to the uncertainty 
of the effect on the outdoor 
advertisin industry of the 
Timber {control) Order 1951 
No. 1067, G. L. MecetLellan, 
general manager of the Borough 
Billposting Company, has had an 
interview with the Timber Con- 
trol, and as a result, has received 
an assurance that there is nothing 
in the new Order affecting the 
previous practice of members of 
the industry. 


No Newsprint Share 
Plan Yet 


No _ international t 
allocation scheme has va toe 

ided, it _- —— after 
a meeting o Pulp-Paper 
Committee of the International 
Materials Conference, in Wash- 
ington last week. 


Women’s World 
Some Striking 
Figures For 
Corset Ads. 


“It is through the medium of 
powerful and skilfully planned 
advertising that Gossards has now 
become a, household word.” 

This statement is made in the 
Gossard Courier, a booklet issued 
to buyers and ists. 

When selling to women one of 
the most important factors in an 
advertisement is its visual appeal, 
it is stated. For this reason ads. 
featuring Gossard productions 
“are designed and photographed 
by famous fashion artists with 
striking emphasis placed on 
femininity and charm. The copy 
draws attention to the comfort as 
well as to the fashion angle of 
——, , ot “ 

eadership figures Gossa 
advertising +. been analysed. 

It is calculated that this year 

Gossard and Tru Balance ads. 

will be seen by 139,175,286 

readers, and Silk Skin ads. by 

Thy weseem nd pete 

newspapers and peri 
carrying these ads. are listed. 

“You will see, therefore,” 
stockists are told, “that every | 
throughout the year Gossard 
vertising is appearing in the most 
widely read women’s magazines 
and national dailies, and is doing 
a tremendously effective job in 
arousing interest, making women 
corset conscious, and bringing 
them into the corset department. 


‘More Faith In 
Branded Goods’ 


The woman shopping for 
clothes to-day is more “brand 
conscious” than ever. y 

So reports an Oxford Circus 
fashion store which, after research 
into the buying habits of women, 
is now running a fortnight’s 
window display entitled “The 
of the Brands.” 

G. G. Herring, deputy manag- 
ing director, Peter Robinson Ltd., 
said: “Our inquiries show that 
women have more faith in well- 
known branded merchandise. 
They feel that the maker-up, as 
well as the store, has some 
prestige to maintain. Once they 
have bought a satisfactory gar- 
ment by a particular maker, they 
usually come back for the same 
name. 


advertising managers: Edinburgh 
Green =i Elizabethan Rose 
have been chosen by Princess 
Sapek iadeowe? esorel Genmee 
Royal Hi * tour o 
and the United States of America. 
i Green is the colour 

of the silver spruce; Elizabethan 
Rose—rose colour with a warm 
glowing undertone. 

Princess Elizabeth has for the 
first time spon: 
for children, Cupid Blue, a clear 
turquoise, and Ma , @ gay 
clear pink. 
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Ads. Behind The Iron Curtain 


ADVERTISER'S WEEKLY 


NO AGENCIES, NO COMPETITION, BUT RUSSIA 
NOW USES ALL NORMAL MEDIA 


An inside back cover advertise- 
ment for soap in a popular 
Russian illustrated magazine. 


Church Board 
Issues First 
Posters 


First poster to be produced by 
the newly-formed Church Infor- 
mation Board will be sent out 
shortly to every Church of Eng- 
land church in the country. 

Printed on a harvest-gold back- 
e ‘ound and depicting a harvest 

Id with the corn stooked and 
of for —— the poster has 

designed by the Winter 
Thome, Co., Ltd., one of whose 
directors, Claude’ Simmonds, is 
vice-chairman of the Board's 
executive committee and a mem- 
ber of its poster committee. 

The poster has been printed by 
Horvacks, of Ashton-under- -Lyne 
and its dimensions, 15 in. x 20 in., 
makes it suitable for church 
notice boards. Part of the poster 
is blank to allow local details to 
be inserted. 


Year’s Best P.R. Work 
Will Win Open Award 

The Institute of Public Rela- 
tions is to offer an open annual 
award, not restricted to members, 
for an outstanding achievement in 
public relations carried out in 
the United Kingdom. 

It will be called the Tallents 
Award, and the winner will 
receive an inscribed token, in 
addition to having his name added 
to a challenge trophy that will 
remain the property of the 
Institute. 

The award will be made only 
on the unanimous decision of the 
Council and may not be made at 
all in any one year if the Council 
so decides. 


Journals Criticise Ad. Claims 


Increasing is is being placed in Russia on the use 
of most of the normal media of publicity known to the West. 


This was revealed in the course of an exclusive interview given 


byas 


sentative of ADVERTISE:’S WEEKLY. 


esman of the Soviet Embassy in London to a repre- 


In his own words: 


“Réclame (i.e. advertising) is very important for a Socialist 


logues, 
and radio are now widely used. 
ay * might be expected, there are 
significant differences in theory 
and practice between Russian 
and Western advertising. 
are some of them: 
Advertising in Russia is mostly 
for announcement or informa- 
tion; there appears to be no com- 
petitive advertising as we under- 
stand it. Publicity and catalogues 
issued by Ministries, factories, or 
other organisations are designed 
to let the public know what goods 
or services are available and to 
persuade them to buy. But where 
all production is owned or con- 
trolled by the State there is ob-/ 
viously no point in trying to per- 
suade people to bu uy one’s own 
commodities in preference to a 


“rival” product. 
advertising 


There are no 
agencies. 

Ministries, factories, and so 
forth possess their own publicity 
oreanisations. 

The amount of advertising car- 
ried by a journal is purely a 
matter of editorial decision, it 
was stated, and does not: depend 
on the financial considerations 
that obtain here. 


In Full Colour 
For example a journal such 
as Ogonyok (an _ illustrated 


periodical not unlike Picture Post 
or Illustrated in appearance—inci- 
dentally, it has crossword puzzles) 
rarely has more than two or three 
pages. They appear to be mostly 
confined to the inside and out- 
side back covers, are full-page, 
and like a number of the editorial 
pages are in full colour, but are 
less vivid and well registered than 
we are accustomed to. 

National savings, State lot- 
teries, insurance, travel, a big 
range of household goods, soap, 
toilet preparations, books, 
musical instruments, cameras, 
home __—cine-projectors and 
clocks, and preserves, are 
among the wide range of com- 
modities advertised. As might 
be expected in a country of 
such vast distances, mail order 
“aes plays an important 
role. 


Public criticism of the goods 
advertised (said the 


spokesman) is an important fea- 
ture. 


It is no uncommon thing for a 
journal to publish criticisms from 
the public of goods advertised in 
its pages. ese criticisms, he 
said, were discussed by factory 
workers and management so that 
improvements could be effected. 

Apparently, although there is a 
certain amount of advertising on 
the radio, there is none yet on 
television. 

A reference to poster advertis- 
ing in Moscow was made by Cyril 
Ray, Moscow representative of 
the Sunday Times, in a recent 
despatch. After mentioning 

“great hoardings on the main 
highways that advise careful 
driving,” an illuminated and 
animated sign to advertise a taxi 
rank, and posters publicising ice 
cream, electric kettles, vitamin 
pills, jam, scented soap, cosmetics, 
cigarettes and caviare, he con- 
tinues: 

“There is a hoarding at the 
corner of Red Square, facing St. 
Basil's Cathedral and the corner 
of the Kremlin, where all these 
commodities are advertised on 
posters of uniform shape and size, 
neatly spaced out. And let me 
assure you that they are far more 
kulturny, not to say prim, than 
ours, There is no more room for 
sex-appeal on a Soviet poster 
than in a Soviet film or one of the 
Ministry of Light Industry’s dress 
parades. 

“If it's jam the poster recom- 
mends there it is in a pot on the 
table; a sturgeon swims around 
the jar of caviare; and ice cream 
is balanced on the nose of a per- 
forming seal—none of this non- 
-sense of a pretty girl handing it 
to you with a toothy smile.” 


Provincial Tour 
Before U.S. Visit 


Early in September the Pro- 
vincial Press Productivity Team 
which is to visit the United States 
plans to go to Leeds and Man- 
chester for a three-day visit. 

Newspaper offices to be studied 
will include those of the York- 
shire Post, Manchester Guardian, 
Manchester Evening News, Daily 
Despatch and the Ashton-under- 
Lyne Reporter series. team 
will also inspect the offices and 


laboratories of P.A.T.R.A. at — 


Leatherhead. 


This advertisement is issued by 

the department of the Ministry of 

Agriculture that deals with the 
fruit preserving industry. 


@ Continued from page 351 


BIG SPENDERS 


gregate of £131,217 compared 
with £27,247 for the first quarter 
of the year. 

Advertisers of chocolates, 
sweets and toffees have increased 
their appropriations considerably 
compared with last year, seasonal 
expansion for custards and 
dings is unusually large, and at 
£102,611 the total is nearly twice 
the amount spent the previous 
quarter, 

The quarter under review had 
seen the opening campaigns of 
four new advertisers in the 
toilet soap ficld. As a result 
there wax a big jump in total ex- 
penditure which amounts to 
£195,389, with Lux _ spending 
most at £30,222. Previous quar- 
ter’s aggregate expenditure was 
£158,672, and that of a year ago 
£137,340. 

Three of the newcomers had 
contributed substantially to the 
quarter’s expenditure. Breeze 
spent £16,833, Willow £10,518 
and Derl £6,326. 

Seasonal influences had driven 
up expenditure by manufacturers 
of household ‘soaps and soapless 
detergents, where competitive 
activity continued at the custom- 
ary intensity. The quarter’s aggre- 
gate of £501,877, was some 
£122,000 more than in the previous 
quarter (£509,766 was recorded in 
the second quarter of 1950). In in- 
dividual expenditure Oxydol was 
easily the leader with a total of 
£80,142, whilst the contributions 
of other brands were Persil 
£68,562, Rinso £64,315, Dreft 
£60,313, Lux £39,412, and Wisk. 
£36,359. In May a new brand, 
Swan Soap, made its appearance 
and between then and the end of 
the quarter spent £14,436. 
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Agency Opens 
London Office 


A well-known Northern agency 
Commercial Advertising Service 
Ltd. of Manchester, opened a 
London office at Eagle House, 
Jermyn Street, S.W.1 last week. 

Michael A. Borkett is in 
charge and the office is handling 
contact, copy despatch and com- 
plete servicing of the agency's 
London and Southern accounts. 

Com mer- 
cial Adver- 
tising Service 
Ltd. (now in 
larger pre- 
mises in 
Piccadilly, 
Manchester) 
have been 
established 
for over 37 
years. They 
handle many 
prominent 
en gineering, 
mail order, 
and _furni- 
ture accounts, and are serving ten 
advertisers who have been with 
them for ovér twenty years. 

Starting as space buyer in E. 
Allan-Cooper Ltd., Mr. Borkett 
has recently relinquished the posi- 
tion of production manager, in a 
London agency, to take up the 
post of manager for the C.A\S. 
London office. 


M. A. Borkett 


Compensation For 
Advertisers 


The Incorporated Society of 
British Advertisers has succeeded 
in securing an allowance to 
member firms at the Festival 
Gardens, Battersea Park, who 
suffered financial loss through the 
postponement of the opening 
date. 

The allowance, for all con- 
cessionaires, including advertisers, 
will be based as follows: Those 
with sites in the Amusement Park 
only, period lost, May 3 to May 
11; those with sites in the Pleasure 
Gardens, May 3 to May 28—in 
all cases proportionate to the 
total run of Festival Gardens to 
November 3 (185 days). 

It is presumed that, in the 
matter of compensation, Festival 
Gardens Ltd., will negotiate 
direct with each of the companies 
and individuals concerned. 


GRAPHIC ARTS 
GROUP 


First exhibition of the Graphic 
Arts Group at their new head- 
quarters, the Club des Caves de 
France in Dean Street, W., will 
open on September 21. 

Among exhibitors will be 
Robert Willis and C. A. Mirfield, 
free-lance artist designers, Doreen 
Roberts, textile designer, F. 
Clifton Vickers, I.C.1. publicity, 
R. J. Beeching and Desmond 
Wyeth, layout artists, Kynoch 
Press. 
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LAMP MAKERS LAUNCHING 
BIG WINTER CAMPAIGNS 


Winter publicity plans have 
now been completed by the 
majority of the leading 
electric lamp bulb manufac- 
turers. 

A national poster campaign has 
just been launched by S. H. 
Benson Ltd. for Crompton lamps. 
The slogan “Switch to Crompton 
lamps” is retained. 

This slogan will also be used 
in Press advertising in national 
dailies and Sundays, periodicals 
and trade and technical publica- 
tions from grocery to banking. 

New material for stockists in- 
cludes a “live” counter display 
with three different lamps in 
holders concealed within cartons, 
each controlled with a working 
replica of the switch which ap- 
pears in the Crompton advertise- 
ments. 

Another novelty is a full-colour 
slogan banner with a string of 
lamp cut-outs spelling the name 
“Crompton.” New counter cards, 
window transfers and publicity 
leaflets, are being issued. 

A new window display, three 
cardboard cut-outs and a show- 
card, each using the slogan 
“Osram the Wonderful lamp,” 
will form part of the new winter 
campaign by W. S. Crawford Ltd. 
for Osram Lamps. 

The showcard design shows an 
Osram lamp held in a hand raised 
in the “V-sign.” This design will 
also be used on posters tying up 
with dealers’ own window dis- 
Ln. 

National Press advertising will 
feature a new slogan “Pick of the 
Bunch.” Technical Press will also 
be used. 

New literature includes a leaflet 
explaining the importance of the 
Silverlight lamp as a means of 
avoiding glare and consequent 
eyestrain. Fluorescent lighting is 
the subject of angther folder in 
colour. 

Mazda lamp advertising will 
be prominent in the trade, techni- 
cal and general Press, on bulletin 
boards, dealers’ counter and 
window displays. 

A circular showcard, similar in 
design to the Mazda bus adver- 
tisements, will be available to 
dealers. This is printed in five 
colours which form a spectrum 
background to the Mazda name 
plate and slogan.~ 

Mazda bulletin boards, some of 
them floodlit after dark, will be 
seen on sites along main roads 
near London. 

Publications include a pocket 
catalogue giving full details of 
Mazda lighting equipment, a new 
edition of the lamp catalogue 
(available later in the season), and 
loose leaf data sheet providing 
details of the operation and appli- 
cation of lamps and fittings. 

Agents for Mazda lamps are 
Mather & Crowther Ltd. 


Pi: 


Mazda showcard. 


Pride Of 
The North 


This 
Signs 
neon sign of its kind in the 


installation by Franco 
is probably the largest 


north of England. The central 
tower of the building, approxi- 
mately 60 ft. high, has been out- 
lined with white fluorescent tubing. 
To one side of this and extending 
half-way up the tower is a real- 
istic representation of a shopping 
list. This is “animated,” the 
various items appearing one by 
one, to be duly ticked off as if 
by some invisible and method- 
ical housewife. On the other side 
of the tower a trumpet player 
raises his instrument to his lips 
sending forth a series of musical 
notes to remind passers-by that 
there is dancing in the restaurant 
most evenings. 

The name of the Doncaster 
Co-operative Society, stretches 
for about 50 feet across the front 
of the building just above the 
canopy. Altogether no fewer than 
1,066 feet of tubing in six differ- 
ent colours have been used. 

The sign was designed b 
P. Vallette of the Leeds b 
of Franco Signs Ltd. 


Going Up 
Newnes-Pearson announce that 
the published price of Glamour 
and Lucky Star libraries will be 
increased from 7d. to 9d. com- 
mencing with the issues published 
for sale on Friday, September 14. 


OBITUARY 
B. F. Crosfield 


Bertram Fothergill Crosfield, 
for many years managing director, 
News Chronicle and Star, died 
last Thursday. He was a former 
chairman, Audit Bureau of Cir- 
culations, and vice-chairman, 
Newspaper Proprietors’ Associa- 
tion. 

In January of this year, after 
43 years of, managerial service 
with the firm, he retired, but re- 
mained a director of the Daily 
News Ltd. and a trustee. 

Born in 1882, he was an M.A. 
of Cambridge, where his chief 
recreation was rowing. In 1910 
he married Miss Eleanor Cad- 
bury, second daughter of the late 
George Cadbury. 

His administrative gifts as a 
business manager and an engin- 
eer were of great value to the 
firm. He played a principal part 
many years ago in organising the 
Daily News Hospitals Wireless 
Fund, and he also represented his 
office on many important bodies, 
attending two Imperial Press Con- 
ferences—at Capetown in 1935 
and Ottawa in 1950. 

Mr. Crosfield took a keen in- 
terest in staff welfare and working 
conditions, and the success of the 
News Chronicle and Star Sports 
Club owes much to his presi- 
dency. 


W. A. Hill 


The death has occurred at the 
age of 49 of W. A. Hill, P.R.O. 
to the National Farmers’ Union. 

Son of a well-known Cheshire 
journalist, he began his career 
with his father on the Altrincham 
Guardian. He joined the Milk 
Marketing Board in 1934 and 
served as their publicity officer 
and editor of their journal, Home 
Farmer, until 1945. During the 
war he was seconded to the 
Ministry of Agriculture for publi- 
city services. 

Mr. Hill joined the N.F.U. 
headquarters in 1943 and was a 
popular speaker at county branch 
meetings. 


Hector J. Bourland, a director 
of Mare Nagels S.A., the Dutch 
advertising agency, has died as the 
result of a motoring accident. 


Agricultural Show 
Guide 

Ernest E. Milner, North 
Regional P.R.O. to National 
Farmers’ Union of England and 
Wales, who has produced a com- 
plete Guide to Agricultural and 
Horticultural Shows over the past 
five years, is now preparing the 
1952 edition. A statistical review 
of the British shows, it should be 
useful to agents and advertisers. 

Although this year’s print is 
limited to 10,000 copies, Mr. 
Milner will allocate free copies 
to agents and advertisers who 
apply to him at Westgate-in- 
Weardale, via Bishop Auckland, 
Co. Durham. 
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Cover Contract 
For ‘Lilliput’ 
Lilliput has signed a year’s con- 
tract with Donald Brun, famous 
Swiss poster artist, to provide 


covers for the magazine. 
Here is his first: 


Donald Brun, with Herbert 
Leupin, leads the Basle “school” 
of commercial artists who have 
done much to make Swiss poster 
art famous. 

Brun has hitherto done only one 
design job | for England—the 

“piccaninny” poster for Spa 
toothbrushes which was awarded 
the International Poster Prize at 
Vienna, 1948. 

His “Spring Holiday” poster 
for the Swiss Tourist authorities 
—the picture of a gambolling 
lamb—is equally well known. 
Quite apart from its use on sites, 
a compiete print order was sold 
to collectors. 

Brun is senior designer for the 
Swiss National Fair held at Basle 
and is personally responsible for 
the design of large sections of the 
exhibition every year. 

His work combines charm and 
simplicity with wit 

He is renowned for his brilliant 
use of colour. 

The first Brun cover will appear 
on the issue of Lilliput to be pub- 
lished on September 7. During 
October the artist will visit 
London. 

* * * 

News of the World are pub- 
lishing on Saturday a Is. 
brochure illustrating the careers 
of Randolph Turpin and Sugar 
Ray Robinson, described by 
Frank Butler, the paper’s boxing 
correspondent. This timely publi- 
cation has 32 pages packed with 
excellent action pictures, as well 
as informative captions 
details of the fighters’ profes- 
sional records. No advertising 
has been included. 

* = * 
' Three special issues of Flight 
‘(September 7, - a and 21) will 
cover this year’s Society of British 
Aircraft Constructors Display at 
Farnborough. Price of the issues 
remains unchanged at 1s. 


and © 


The 30,000th issue of the Daily 
Teegeage was published on Mon- 
y. 


* * * 

Reader's Digest announce that 
the paper’s circulation has passed 
500,000, and final figures for 
August are expected to be not 
very much short of 550,000. Aver- 
age for the last half of 1950 was 
426,565 copies per issue of the 
British edition. 

— * 7. 

October issue of Modem 
Caravan will be a special en- 
larged Motor Show number. 

*” * ~ 

About 200 people every day 
are witnessing Times 
International Canasta Tourna- 
ment at Selfridge’s this week 
between two leading American 
and two prominent British 
vm. one of whom is Colin 

arding, the paper’s Canasta 
correspondent. The Sunday Times 
Canasta Trophy will be presented 
to the winners on Saturday. 

* 7: . 

W. H. Smith & Son’s branches 
are to make special displays of 
showcards and order forms for 
the Christmas numbers of Tlus- 
trated London News, Holly 
Leaves, 


Sketch, here, Tatler 
and Punch for a to friends 
abroad. 


| ODD SP@T 


Advertising agents must 
have been hoping that their 


an “Evening Standard” cross- 
word last week. 

The final clue (30 down) 
was “Advertising does so” (4 


Dame Edith Evans will, on 
Friday of next week, open the 
Pictorial’s National 
Exhibition of Children’s Art at 
the Royal Institute Galleries. 
Consisting of the best 300 from 
some 36,000 entries, the exhibi- 
tion will continue till September 
29 before touring provincial 

centres. 

* * * 

Good Housekeeping books 
which will be ready in the autumn 
include: Picture Cookery (17s. 
6d.), Good Housekeeping’s Home 
Encyclopedia (45s.), and the 
Good Housekeeping Cookery 
Book (42s.). 

+ _ * 

Following the publication of 
Kemsley Newspapers’ Go’s Guide 
To Paris comes a second in this 
series of pocket guides. Go's 
Guide to London contains facts 
for _ visitor, including festival 
exhibitions and activities, 
to eat, military pageantry, enter- 
tainment. sport, getting about, 
and shopping. 


Plans for the Two Freds cricket match were discussed at a luncheon 
attended by representatives of all the London clubs and trade papers 


at the Fleet Street Column Club. Here 
director and social secretary of the Club, 


ctured |. to r.: I. H. Fish, 
A. C. Duncan, chairman 


of Odhams and president of N.A.B.S., Andrew Milne, Club chairman, 
G. P. Simon, of the Thirty Club, and A. J. Ragget, director of the Club. 


HARRADENCE FUND IS SUGGESTED 


A “Harradence Pension” Fund 
may be established in memory of 
the late Freddie Harradence, one 
of the founders of the “Two 
Freds” Cricket Match held 
annually in aid of N.A.BS. 

At a luncheon of the Fleet 
Street Column Club last week, 
Andrew Milne, chairman, an- 
nounced that it had been sug- 
gested that a sum of £500 from 
the proceeds of the match should 
be set aside for this purpose. This 
suggestion will be considered by 
N.A.B.S. Council, probably in 
October. 


Two strong sides are 
selected for the match, heen 
will be played at Hurlingham on 
September 11. Prominent cricket 
personalities we will 
include: H. bons, 
Worcester C.C.; Colonel J. W. A. 
Stephenson, Essex C.C.; B. A. 
Barnet, ex-Australian Test 
player; P. Westerman, Surrey 
yy and A. Hayhurst, Yorkshire 


Berks and Bucks 


Education Talks 


First meeting organised b 7 
Reading sub-committee o 
Berks and Bucks Club will be 
held at the Oasis Cafe on Sep- 
tember 25. 

This follows on a decision at 
the Club’s annua! meeting last 
May to give a Reading sub- 
committee autonomy to arrange 
their own educational! programme. 

The organisers, Ian Buchanan 
(of A. H. Grantham & Co., Ltd.) 
and B. A. T. Clark (of Serpelis 
Ltd.) consider that, since Reading 
has four live advertising agencies, 
three weekly newspapers and a 
monthly magazine, and is a 
centre of good printing, there is 
every chance that this educa- 
tional scheme will result in at 
least fifty new associate mem 
for the Club. 


Club News 


oo 
More Join Under 
Group Scheme 


Three more agencies have 
taken out group subscriptions to 
the Regent Advertising Club 
entitling any members of their 
staff wishing to join, to full mem- 
bership of the club for the annual 


Son Ltd., Allardyce 

Palmer Ltd., and V. Pethick Ltd. 
On Friday evening the Club 
committee at their Buckingham 
Street premises entertained the 
staffs of all agencies who have 
joined under the Group Scheme. 


London 
* New Address 


The Publicity Club of London 
headquarters are moving to a 
new address. From to-morrow 
(Friday) the Club offices will be 
at pag: veer gh House, 19 Charing 
Cross Road, W.C. 

This office will be closed for 
holidays, September 5-24, but 
urgent matters may be a 
am, the hon. secretary, Central 


P.R. Defined 


A panel appointed by the Insti- 
tute of Public Relations has 
recommended the adoption of the 
following definition: 

“Public relations practice shall 
be defined as the deliberate. 
planned. and sustained effort to 
establish and maintain mutual 
understanding between an organ- 
isation and its public.” 


The Army display model at the 
Model Engineer Exhibition was 
sy and produced by Autur 

Display Organisation, 


eee a 
: Avaust 30, 1951 355 ADVERTISER'S WEEKLY 
ca Publications News and Notes — \ s 
Sata . —_ ot ‘ ‘ 
BR. re ss a? . 7 i 
Be 7.” g 5 £2 : 
ee j [ae . fa. 
ee, ug 3 *%, % \ e me >a 1e 
me A a ae: a aes 
oe Weke “3 ~ oe ‘7 ee: —_ . ~* <= < 
BP Lilliput ae  }, ; 
re <r pawa : 
SN : ~~ ae : 
a * J)« SaaS eC q 
ie ‘3 fi ‘<< 058 2 mr i 
ey, Se ae a Pe 
4 ) 
a: % e 
nm ig 
: : 
5: | | 
Mi . clients successfully comy leted i. 7 
ee 4 : 
yes The obvious solution is ’ 
Goes only ao gracious > ih 
gi aa phrasin;: € 
pts ‘Answer, of course.—PAYS. pe . 
ne 
io, os 
% Reading Plans Own -. 
a. Po ® 
es rn : 
se a 
a 
‘es 3 
wee : 
a! 2 = = aa = | = | e 


tvs 


Z 


TWO JOIN NEW 
AGENCY 


Ken Martin has been appointed 
art director and liam H. 
Jeffery has been appointed pro- 
duction and traffic manager of 
Dolan Davis Whitcombe & 
Stewart. Ken Martin joins 
D.D.W.S. from Foote, Cone & 
Belding. Prior to F.C.B. he was 
with Masius & Fergusson and 
Samson Clark. Mr. Jeffery joins 
D.D.W.S. from Saward Baker. 
* om * 
Bernard M. chief adver- 
tisement representative of the 
Sunday Pictorial, is leaving with 
his wife and family for Australia 
early in September. Mr. Banks 
has been with the Pictorial since 
1936, and has been an active 
'member of the Regent Advertis- 
ing Club, Aldwych Club, and the 
Publicity Club of London. Dur- 
ing the war, he was for six years 
in the “Sappers” and was demob- 
bed with the rank of major. 
His colleague over the years, 
. We takes on the res- 
ponsibility of chief advertisement 
representative and F. H. Ayre 
has joined the staff as an adver- 
tisement representative. 
* * * 
Stanley M. Phillips has been 
‘appointed Northern advertisement 
manager, National Trade Press 
Ltd., operating from Manchester. 
Mr. Phillips has been with N.T.P. 
in their London offices since 1948. 
* *~ . 


J. S, Skinner has been ap- 
pointed controller of office equip- 
ment sales for the Remington 
Rand organisation in this country. 
In 1949 he became general sales 
manager of the Systems Division. 
He supervised the merging of the 
“Office Equipment Sales Division 
wy that of Kardex, of which he 
‘was before June 1949 general 
Sales manager. He is a member 
of LS.M.A. 

* . 

H. G. Trigg, former editor of 
R.O.F, News, the Royal Ordnance 
Factories paper, has _ joined 
Sidney-Barton Ltd., public rela- 
tions consultants. A 29-year-old 


Ken Martin 


W. H. Jeffery 


Australian, Trigg left the editorial 

staff of Geelong Advertiser, 

Victoria’s oldest morning paper, 

in 1947 and has since been work- 

ing as a journalist in this country. 
* * * 

John Bowman has been ap- 
pointed assistant P.R.O. for the 
Austin Motor Company. Aged 
26, he was educated in England 
and in Canada and served in the 
Royal Canadian Air Force and 
R.N.V.R. during the war. After 
demobilisation he worked as a 
reporter on the Kent and Sussex 
Courier until taking up an ap- 
pointment as P.R.O. of the 
Clothing Industry Development 
Council. He will work in Austin’s 
P.R. department in Birmingham. 

* * 

A. Morgan-Williams, immediate 
past chairman, Leeds branch, 
Incorporated Sales Managers’ 
Association, and managing direc- 
tor, Design Advertising Ltd., 
Leeds, is in hospital following an 
operation. He is reported to be 
making good progress and hopes 
to be fully recovered in three or 
four weeks’ time. 


& | ~~ * 
Ralph Horwitz, editor-in-chief 
and general manager of South 
African Publishers Ltd., Cape 
Town, proprietors of South 
African Industry & Trade and 
South African Merchandising, is 
now here on a six-weeks visit. 
* * * 


In a heavy gale T. D. C. 

his Bermuda-rigged 
» won the Nab Cup 
(cruiser class) in the Hayling 
Island Sailing Club’s Festival of 
Britain Regatta. The crew con- 
sisted of his chief, A. J. C. 
Gormley, chairman and managing 
director, International Chemical 
Company, and his son, John 
Gormley. Of 12 starters, only 6 
finished. Mr. Gormley is past 
president, Incorporated Society of 
British Advertisers. Mr. Cordner 
is advertising director of John 
Wyeth & Brother, manufacturing 
chemists, and looks after the 
ethical advertising of Kolynos, 
nee, BiSodol and other pro- 
ucts, 


e 


F. P. Debenham 


Getting together on the scripting of a new Gas Council film concerned 

with space heating are (left to right): §. Irving (Gas Council), Richard 

Hearne, R. J. Gregg (Gas Council publicity manager), Gilbert Harding 

(B.B.C.), J. Wilson (Regent Film Corporation), and Donald Taylor 
(script writer). 


B.B.C. television _ publicity 
officer, Thomson, who 
claims to be the first man in the 
world to publicise a regular TV 
Service, is leaving the Corpora- 
tion after 15 years, to free lance 
and write books at his home in 
Ruislip. 
* * * 

Robb Holland, manager, The 
Direct Mail Centre, is leaving to 
join Simmonds (Postal Publicity) 
Ltd., as a member of the board. 
He will concentrate on direct mail 
production, and will continue to 
co-operate with The Direct. Mail 
Centre on certain types of pro- 
ductive work. Lloyd Williams, 
senior consultant, The Direct 
Mail Centre, will assume respon- 
sibility for planning design and 
creation, and Martin Perry, man- 
aging director, will take over 
direct contro] of organisation and 
management. 

* . * 

Since the disposal of Rodway 
Smith Ltd., of which he was a 
director, B. Rodway has been 
appointed P.R.O. to Maryon 
Fashion Group, Ltd., Bourne- 
mouth, and Press officer to Enid 
Chanelle, of Chanelle (Bourne- 
mouth and Cachenham). 


O. M. H. Jackson, managing 
director of Stronachs Advertising, 
Bombay, returns to Bombay to- 
day (Thursday) after attending 
the International Advertising 
Conference. 

” * * 

Sam and Harold 
Oliier, formerly artists with the 
Rowlinson - Broughton agency, 
Manchester, have established their 
own studio at Fennel Street. 
Manchester, under the name of 
Bryan-Ollier. 


B. M. Banks 


John Bowman 


J. F. Harper, a director of 
Farringdon Studios Ltd. for the 
last five years, has joined the 
SS department of S. H. 


right & Co., Ltd. 
. en « . 
Nina Milkina, well-known 
Mozart pianist and wife of 
A. R. advertising 


manager, Gillette Industries Ltd., 
is playing Mozart with 
London Mozart Players, to- 
morrow (Friday) in an Edinbur, 
Festival concert. From there s! 
goes to the Trossachs to be 
taught fly-fishing by her husband. 
* *. = 

H. A. (“Peter”) Pitkin, man- 
aging director of H. A. & W. L. 
Pitkin Ltd. the publishers, 
married his co-director, Margaret 
Littlewood, at Kensington Regis- 
try Office on Saturday. The 
reception was at Oddenino’s. 


AGNEW IS AGAIN 
P.P.A. PRESIDENT 


Alan G. Agnew (Bradbury, 
Agnew & Co., Ltd.) has been 
unanimously re-elected president 
of the Periodical Proprietors 
Association. 

Re-elected vice-presidents were: 
Viscount Camrose, Sir Frank 
Newnes, Sir Robert Evans, W. C. 
Nisbett, Sir Austin Hudson, and 
H. C. Tingay. 

Election of F. C. Strange 
(Amalgamated Press Ltd.) as 
chairman, Council of the General 
Periodical Press, and the re-elec- 
tion of Claude E. Wallis (lliffe & 
Sons Ltd.) as chairman, Council 
of the Trade and Technical Press, 
were confirmed. 


S. M. Phillips 
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ALADDIN BUILDING 
GREENFORD mMIDDX 


3th July 1951. 


Stuart Mander, Esde, 
Homes and Gardens, 
George Newnes Limited, 
Tower House, 
Southampton Street, 
LONDON. WeC ore 


) i 


During the 1950/1 season we keyed all 
our advertisements so that we could obtain cost 
per enquiry figures. We are sure you will be 
interested to know that the figure obteined in 
Homes ond Gardens was lower than any of the other 
eleven magazines jn which we advertised. 


these cave 


We feel thet these figures show very 
clearly the value of advertising in your magazine 
and you may rest assured that you will be 
4ncluded in our future advertising campaigns. 


Yours faithfully, 
ALADDIN INDUSTRIES, LIMITED. 


—_ agp «al — RP 
_— 


(RJ. Imber, 
SECRETARY 
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warmer 
welcomes 


How grateful the warmth an 
Aladdin oil radiator can bring to 
a cold hall or a chilly bedroom. 
And today, how simple! For 
only one gallon of paraffin, 


Aladdin gives you over 50 hours 

of even background warmth 
without any attention. Air used 
instead of liquid makes the 

radiatog light and easy to carry, 
and permits a delightfully neat 
modern design. Ask your 
jironmonger to show it to 

you. Price £9- 19-6 

@ Always use Aladdin Pink Paraffin. 


@ Write for free illustrated Lighting and Heating catalogue. 
@ Aladdin Industries Ltd., 140 Aladdio Building, Greenford, 


Cost Paks 
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Under-Insured 


R. H. A. SHEPPARD, writing in this issue, puts forward 
M: sound advertising idea. 

As he points out, comparatively few insurance policy- 
holders have brought their insurances, especially those covering 
property, up to present day values. Either it has not occurred to 
them, or, if it has, they have let the matter slide. 

To bring policyholders to the point of action by the collective 
campaign Mr. Sheppard suggests should not be difficult. The 
copy theme, with its straightforward appeal to self-interest, would 
be a copywriter’s cake-walk, and the objective, common to all 
potential participants, would be ideally suited to the collective 

oo method. ‘ 
But may not the arguments apply with equal force in the specific 
: " field of advertising expenditure? This spending is itself a form of 
‘insurance—insurance against falling sales. May not some 
| advertisers, like many policyholders, be under-insured? 
_ Many, it is true, have increased or are increasing their ex- 
penditure, but by no means all, even among those who have 
plenty to sell, have done so in proportion to the rise in the price 
level. Yet, in many cases, it would appear a logical course. 

This would appear to make a good talking point, both for 
vendors of advertising and of the services by which advertising is 
created. 


A Safeguard Is Needed 


HERE is some danger that indignation roused by the ill- 

i advised wording of a letter sent to potential members by the 

 Saeeye Contractors Association may obscure the real 

purpose of the Association’s action, with which there can, in 

' principle, be no quarrel. Inexperienced advertisers do need some 

safeguard against dishonest practitioners by whom, in this field, 
they are too often duped. 

While it is true that a well-established firm of sound repute 

; needs no Association to commend it, it is certainly desirable that 


practitioners in any field of advertising should take collective 
steps to keep their own house in order. This need not and should | 
not involve any claim, even by inference, to a monopoly of ethical | 
practice. 

It is because too many small advertisers do not know how to | 
distinguish between the reputable and the spurious that organised | 
advertising should, and does, provide a means for their en- 
lightenment. Both the Advertising Association and the I.S.B.A., 
to mention only two, are prepared to advise, and they have the | 
advantage of being completely disinterested. 


| 
| 
| 


@ Change of subscriber’s address: Please inform the publishers three | 
clear weeks in advance of the issue for which change of address is ~4 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Co-op. barrage in 


soap war 


Rie sux Co-operative stores 
Scotland are now receiv- 
ing a “warning” from the 
Scottish Co-operative Wholesale 
Society not to enter a window 
display contest organised by one 
of the big soap combines. 

Vast sums of money are being 
spent on soap publicity, they have 
been told in a letter from John E. 
Surling, secretary of the S.C.W.S. 

“We would not be at all interested 
in the struggle between these com- 
bines if the effect were not so 
serious to soap manufacturers in 
the United Kingdom, among 
whom C.W.S. are the largest,” he 
States. The soap war, it is alleged, 
has hit the small manufacturer 
very hard indeed. The action of 
the soap combine in inviting retail 
societies to take part in a display 
contest is dubbed as “a very 
audacious move.” Mr. Stirling 
considers that the invitation will 
be resented within the Co-opera- 
tive movement. 

Could it be that—quite inno- 
cently—salt has been rubbed in? 
There are whispers that the Co-op 
have big plans for promoting in- 
creased sales of their own soap, 
soap powders, and allied projects, 
manufactured in the Grange- 
mouth Soap Works. 


Production costs are likely to 
take their toll among the local 
weeklies this autumn. A column 
article in “Seren Cymru” (Star of 
Wales) the Welsh language 
weekly argues that denomina- 
tional papers may be first to fall. 
It is not only among the “weaker 
brethren” that surprises may be 
expected. October will see at 
least one merger among the 
suburban weeklies. 


~~ = ome 


Price maintenance 


‘wait and see’ 


OR the present, action by 
organised advertising to 
oppose the Government's resale 
price maintenance proposals ap- 
pears improbable. The business 
generally, in this matter, must 
take its lead from adveftisers, 
and most advertisers, though not 
all, take a very cautious view. 
They feel that it concerns them 
primarily in their capacity as 
manufacturers, and is therefore 


more appropriately dealt with 
through their trade associations. 
Only if the proposals should 
develop into a specific threat to 
the advertising of branded pro- 
ducts would advertiser and ad- 
vertising bodies be strongly urged 
to defend the interests of their 
members. In such circumstances, 
the obvious course, and one that 
has not been overlooked, would 
be to act in co-operation with the 
Federation of British Industries, 
through the Standing Advisory 
Committee on Advertising, which 
functioned so effectively at the 
time of the Voluntary Plan, and 
which was kept in being at the 
Government’s request, though t 
has for some time been dormant. 


— A ed — 

More time for sale to sponsors 
will shortly be available on Radio 
Eireann, Ireland’s State-controlled 
broadcasting service. At the 
present time only the lunch period 
1-2.30 p.m. is sold, with the Irish 
Hospitals’ Trust holding a 30- 
minute nightly period at 10.30 
p.m. Additional studios are under 
construction to provide facilities 
for sponsored shows. It is 
anticipated that the new periods 
to be offered will be before 1 p.m. 
and before the station re-opens 
for evening broadcasting at 5 p.m. 
A long list of sponsors is waiting 
but whether the new time seg- 
ments offered will interest them 
remains to be seen. 


Trend towards bigger 
spending 


DVERTISING expenditure is 
still rising, and the rise is 
likely to be maintained. This will 
be shown by ADVERTISER'S 
WEEKLY Survey of Appropria- 
tions, to be published on Septem- 
ber 20. The Survey will reveal, 
not only the extent of the prospec- 
tive increase, and the product 
groups to which it will apply, but 
how the extra money will be allo- 
cated to media. 

The trend towards bigger 
spending, despite shortages of 
materials that curb production of 
some consumer goods, is to be 
observed both here and in the 
U.S.A. Nearly half the advertis- 
ing managers replying to a 
Printers’ Ink survey said they ex- 
pected to get more promotion 
money next year. 
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Vanity air 
Vogut— _ — /¢ 


a 


TWO YOUNG, SMART WOMEN who—like so 
many of their contemporaries—find VANITY FAIR 
completely satisfies their taste, their age and their 
income. VANITY FAIR is the only magazine produced 


exclusively for the younger, smarter woman. 


The Rates: £125 a page llack and white, £175 in colour, 


THE NATIONAL MAGAZINE CO. LIMITED, 28-30 GROSVENOK GARDENS, LONDON, §S.W.1 
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ADVERTISING CASE HISTORY—14 
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most cases—for recruiting. This is the story of how one unit recently nee 


formed turned this sum into an advertising appropriation and planned 


THEY ARE BLIND 
WITHOUT YOU. . . 


gt ond yang dio em oo 
ound and «! 


How Planned Ads. Aided a eee “as 


‘Terriers’ Recruiting 


« The satistaction of wsing your spare time with prof; to goursell 
@nd your country 


To The Adjutant, No. 3502 (Uister) FC.U . R.A F.. Edenmore. Co Antrim 


NS YT THIS OUT AND PORT TO GAY) stmemmeencemenmme 


Each territorials unit is allowed a certain sum—a very small sum in “me 


erur POSTAGE OVE PENNY IN CNSEQLED ENVELOPE O 


Annual tax tree bounty 
Fortnight s comp every year in 


a recruiting campaign comprising Press ads. and a display. 


HE necessity for increasing 
the strength of our Reserve 
and Auxiliary Forces has 
‘been much in the news of late. 
ere is the story of how one 
nit of the Royal Auxiliary 
Air Force, using a systematic, 
‘planned advertising campaign, 
“doubled its strength in under 
eighteen months. 
The unit has only recently been 
established and was not, there- 
Tore. familiar to people as were 
units of the Territorial Army in 


the vicinity. In the first months 
recruiting was almost entirely on 
a basis of personal introductions 
by already serving members. 
Then two things happened. The 
first was the discovery that under 
the regulations the unit was 
entitled to a grant for local re- 
cruiting publicity. The second 
was the advent, to the unit, of a 
new officer whose civil occupation 
was advertising and publicity. 
An overworked C.O. gave a 
sigh of relief and handed over the 
administration of the publicity 


NETT 


Kent 
Messenger 


SALE 


January to June, (95! 


60,141 


Copies weekly (ABC) 


to the newcomer with instructions 
to get on with it and produce 
recruits. 

The first thing to be done was 
to see how far the two or three 
hundred pounds available would 
go. The area is served by a great 
number of local newspapers, and 
in its capital city there are one 
evening and two morning papers 
suitable for this type of publicity. 
The total population of the area 
is about 1,500,000 and roughly 
600,000 of these are concentrated 
in the capital. The evening news- 
paper was found, by a systematic 
inquiry, to have a considerable 
“blanket” circulation over the 
whole area and to reach effec- 
tively the surrounding townships. 
It was decided to concentrate on 
the one newspaper and a scheme 
was drawn up allowing of one 
weekly 4 in. d.c. 


Pseudo-Agony 
Small-Ads. 


Enough of the grant was left 
to provide for production costs 
and to reinforce the display space 
with a bi-weekly announcement 
among the “smalls” scheduled to 
appear the day before and the 
day after the main insertion. 
These smalls were of the pseudo- 
Agony type and gave the name of 
the unit, its parade nights and 
how to get to its headquarters. 

The first.4 in. d.c. appeared in 
January 1950. This and every 
subsequent layout provided a 
keyed reply-coupon. Following 
the first appearance the morning's 
mail brought 36 requests for 
further details. Rate of recruiting 
had previously been two or three 
per week. 

Each display ad. featured a dif- 
ferent layout and experiments 
were made to discover the best 
type of appeal. Some stressed 
patriotism, others national 
security, while the advantages and 
facilities accorded to unit mem- 
bers received prominence in 
others. These latter include such 
things as pay for training nights 
and week-ends; annual fortnight 
camp on full pay; annual bounty; 
social angle, comradeship and 


Most successful approach to re- 

cruiting was found to be this one 

stressing the advantages and 

facilities accorded to unit mem- 

bers. Appeals to patriotism were 
not nearly so effective. 


similar themes. Special layouts 
were drawn uf to attract ex- 
servicemen or amateur technicians 
whose hobby lay in the particular 
field with which the unit was 
mostly concerned. 

The campaign lasted from 
January until the end of March 
1950. For administrative reasons 
recruiting closed down from 
April to August; though just prior 
to the annual summer camp an 
8 in. triple space, featuring a 
half-tone of the whole of the unit 
personnel with copy issuing an 
invitation to come to camp with 


_ them, appeared in the Press. This 


one insertion produced 58 replies 
within two days, thus making the 
total replies for the campaign ap- 
proximately 70 per cent of the 
unit strength when advertising 
commenced. 

Of course not every applicant 
could be accepted. But results 
justified the planning of a new 
campaign designed to run from 
August 1950 to March 1951. 

In view of the length of the 
new campaign, the frequency of 
insertion was reduced to one per 
fortnight in the same medium as 
before. The appropriation per- 
mitted the size of each ad., how- 
ever, to be increased to 5 in. d.c. 

Smalls were not resumed be- 
cause many local tradespeople had 
copied the idea. 

However, with the co-operation 
of the newspaper a new idea was 
tried. This took the form of a bi- 
weekly “reminder” in a 1 in. s.c. 
space, phrased and set-up in 
exactly the same style as the local 
cinema ads., and appearing with 
other cinema ads. 

The new campaign hit a steady 
level of inquiries at about eight 
per insertion. It never reached 
the peak of the previous winter 
but this was probably because the 
first advertisements for the unit 
were then new to readers of the 
paper, nothing at all having ap- 
peared before. From August 1950 
to March 1951 (with the excep- 
tion of November and December) 
a total of just over 50 per cent 
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DON’T LIMIT YOUR ADVERTISING! 


-«eeFing up or write 


THE COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021/2 
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The 
local government market 
is the biggest market in 


Great Britain .. . 


In this market the 
vital medium is :— 


| and 
PUBLIC WORKS ENGINEER 


MUNICIPAL JOURNA 


incorporating The Authorised Weekly Gazette 
and Index of Official Informatign, published 
in collaboration with: 


The Ministry of Local Government and 


Planning 
The Ministry of Works 
The Home Office 

The Ministry of Education 
The Ministry of Transport 
The Ministry of | Health 

The Ministry of Food 

THE MUNICIPAL JOURNAL LTD. 


3/4 Clements Inn, London, W.C.2 
Telephone HOLborn 2827 
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Recruiting—continued 


of unit strength was received in 
replies. 

The remains of the 1951 ap- 
propriation were “blown” on a 
one-day display of the unit’s 
work held on a central site in the 
capital city, The work of the unit 
lent itself very well to dramatic 
portrayal in picture and working 
full-scale replica form, while 
10,000 two-colour handouts were 
distributed around the streets by 
enthusiastic voluntary helpers. 
Recruiting interviews were ar- 
ranged as part of the display and 
a total of 70 persons were given 
appointments for _ interview. 
Another 200 odd asked for infor- 
mation to keep by them until they 
were free to join. 


It All 
Goes To Show 


At the end of this time a de- 
tailed analysis of results was 
made. The results were interest- 
ing. They showed that the selec- 
tion of the one “blanket” medium 
had been a wise choice. They also 
showed that miscellaneous media, 
such as sporting programmes, 
were useless. January to March 
was proved to be the best re- 
cruiting period and inquiries made 
at interviews with peoplé apply- 
ing during those months seems to 
indicate that after Christmas and 
before summer the average 
“hobbyless” individual feels the 
desire to “take up something.” 
Analysis of types of appeal also 
gave much food for thought. Out 
of seven or eight different themes, 
those stressing advantages, e.g. 
comradeship, social activities, pay, 
promotion, free technical train- 
ing, etc., were a clear winner. 
Another series which linked the 
work of the Unit with the R.A.F. 
fighter pilots and aircrews came 
a surprising second. Appeals to 
patriotism and national security 
were about half-way while a 
series of dramatised layouts, with 
serving members acting as models 
for half-tones headlined by “I’m 
a key-man now”; or “They made 


iS 
CORNY, BUT 
EFFECTIVE 


These are some of the 

column ads, which, though very 
corny, proved highly effective. 
The first appeared after Christ- 
mas. The rest shortly after that. 

EELING flat after the festi- 

vities? A 163 bus from North 
Street, Tuesday or Thursday at 
7.5 p.m. will take you to a new 
exciting spare-time interest with 
3502 Fighter Control Unit, Eden- 
more Whiteabbey. 

- *” * 

HYLLIS—Met Ted in 3502 
Fighter Control Unit, Eden- 


more. Come on Tuesday, 163 
bus, North Street, 7.5 p.m.— 
Kathleen. 
* * * 
IMMY—If you want to see 
me, get 163 bus, North 


Street, 7.5 p.m. Thursday. Am in 
3502 Fighter Control Unit, Eden- 
more. It’s grand!—Moira. 

* * * 
ILL—Need you urgently in 
3502 Fighter Control Unit, 

Edenmore, 163 bus, North Street, 
7.5 p.m. Tuesday or Thursday.— 
Eva. 

PULL UU LL 


me a radio expert,” came well 
down to the bottom of the list. 

The particular unit under dis- 
cussion has almost doubled its 
strength in eighteen months. 
Though it is one of twenty-seven 
units of its kind in the United 
Kingdom and was the last to be 
formed, it is now among the first 
four for recruiting figures and is 
only beaten by large centres of 
population such as _ London, 
Glasgow and Birmingham. This 
has been brought about by a care- 
ful expenditure of its publicity 
grant—careful in the sense of 
precise rather than sparing. In 
recruiting, as in selling, it pays 


to advertise! 
J. R. Bushby 


An ee 
A good” of Guy 
Send the 


Linking the unit 
with its own per- 
sonnei was not a 


name 
scones =... 
ST. 


successful device. 


PORTRAIT. OF 


seem to be enwying things a lot more 
youngsters a few tricks with a soldering tron 


1 GOT ALL THIS TOO . 
Pay and wevelhing expenses for traning mghts 
tas tree Bow 
the many ‘esrinating vse - aeiabe " 2 so2 tune Famer 


To the Adjutant, 3502 F.C.U. RAF. Edenmore, Whiteabbey. Co \etrim 
Pinas send me without ebiigetion, Getelis sf servicn with IT FES 


A TRAIT 


OLD HAND ! 


Yes. they call me ‘Pop’ in the Section 


t 
Desert. Sicily and Maly before | war 

demobbed. Why did I join again? Oh! 
1 don't know Sever quite knew what 
to do after 1 was home from work 
hen | saw an appeal for volunteers 
with 3602 Fighter Contro} Unit Spare- 
c airmen we wsed to call them 
Thought I'd go along ef curiosty— 
and that fixed it! 
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Thousands will see the 
MOTOR ofhe 
SHOW aT EEE 


in the at | 
é HK 

apiliidl 

pages of... uaa 


LONDON MOTOR SHOW 


Available on the opening day of 
the Show. This issue will contain 
a comprehensive show guide and 
full sdetails of components and 
accessories for 1952. 


. EARLS COURT PREVIEW 


and Paris Salon Report 


A detailed technical survey of the 
Earls Court exhibits, together 
with an illustrated report of the 
Paris Salon, which opens on 
October 4. 


LONDON SHOW REPORT 


This issue on sale during the last 
week of the Show will contain 
a complete review of the exhibits 
written after a stand-to-stand 


TEMPLE PRESS LIMITED inspection by. The Meter 


SOWLING GREEN LANE, LONDON, E.C.1. TERMINUS Sen6 


PLASTICS * THE OVERSEAS ENGINEER 
* THE MOTOR BOAT AND YACHTING 
* THE OIL ENGINE AND GAS TURBINE 
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Quick Facts 


about Harris and Sheldon 


You know of Harris and Sheldon as Shopfitters. Did 
you know also that they have the largest and most 
comprehensive Display and Exhibition Organisation in 
the country. Their top-line creative team and more 
than half-a-dozen factories can undertake —e 
from a single counter display to a complete exhibition. 


3s 
Exhibition Stands 
Exhibition Contracting. ‘Design and fabri- 
cation. A Harris and Sheldon Stand 
@ identifies a product as one of quality. 


Three dimensional Display 


Dealers’ Display Aids. Counter Display 
@ Stands. Scenic Display for Window Back- 
qr. Contract Window ing. 


Display Figures 
Eide cine and minfiatumm, ie plecten, pent 
pon dl ete. Suieery and Goter. 
@ wear figures, Advertising figures and 

@ Trade Marks. 


Harris and Sheldon Ltd. 

WOODGATE, LOUGHBOROUGH 27 BERKELEY SQUARE 

LEICcs. Loughborough 3491 LONDON, W.1! MAYfoir 2017 
and at Birmingham, Manchester and Glasgow 


NE of the small band of 
house organs which plunges 
straight into its editorial text on 
the front cover is The Crabtree. 
Only the top two and a half 
inches are allowed for the title 
head. In fact, the cover carries 
the leading article. Appearance 
would be improved by the in- 
corporation of a thumbnail 
sketch set into the text, or even 
by a decorated initial instead of 


. the insignificant two-line Per- 
; petua drop initial. 


This is a customer journal. 
Most of the articles have nothing 
to do with electricity (Crabtree 
make switches), though in the 
June issue there is a delightfully 
frank article on the design of 
switches and the necessity for 
compromise between ideals and 
commercial practice. If all the 
articles could be as good as this 
at least two-thirds of the contents 
should be related to the electrical 
industry, with only one-third of 
“general interest. 


* * * 


WHILE THE Crabtree cover runs 
the risk of being a dull competi- 
tor with the dozens of illustrated 
magazine covers that compete for 
the busy reader's attention, the 
cover of a recent Naft Magazine 
goes to the other extreme. It is 
a montage of seven photographs 
of what the Twenty Questions 
team would classify as geographi- 
cal locations. It is a rather con- 
fusing collection of power plants, 
Greek ruins, ships and shops, and 
its significance is not immediately 
apparent. A note inside tells us 
that it is a montage of photo- 
graphs from the various countries 
represented at the Inter-Mana- 
gerial Conference. Presumably, 
therefore, the cover will ring a 
bell with all the Company's 
employees. 


* * * 


MIDWAY BETWEEN The Crabtree 
and Naft Magazine is the kind 
of cover used by Link-up, em- 
ployee journal of the North 
Western Gas Board. This is a 
pure exposition of poster tech- 
nique: the large picture of a 
single subject with bold title and 
very little detail in small type. 

There is no one recipe for cover 
designs, but it must be admitted 
that the poster stylé is strong, 
easy to handle and well remem- 
bered. 

Incidentally, if you want to 
study the use of condensed Grots 
in headlines get a copy of 
Link-up. All headings are in 
Grot, handled with great bold- 


; ness, but also with great skill to 


avoid monotony. 
* * . 
The Eugene Waver and Hair- 


L.G.B. 


dressers Digest uses the same 
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On The Face Of It 


cover design each month, but 
changes the ground colour. It 
carries a well-displayed contents 
list on the cover. 


NEW MONTHLY JOURNAL that 
has the appearance of an 
old-timer which could never be 
modernised for fear of losing 
reader affection, is Cold Logic. 
This is due entirely to its ty; 
graphy. The text face is in Old 
Style difficult to identify because 
the litho printing (on an office 
machine?) has blurred the detail. 
But its character is old-fashioned 
~—wide and rather flattened with 
big loops to P, B, R and similar 
letters. I recommend a change 
to Plantin 110 which stands up 
quite well to the litho process 
and is in the modern idiom. 

The drawn headlines, some of 
them reversed white on black 
v-ended streamers, are dating. 


Spotlight On 
House Organs 
BRIAN HILTON 


Study the commercial magazines 
which use drawn headlines and 
note the modern styles. In any 
case, good type is better than bad 
lettering. Incidentally, decora- 
_ drawn headings need plenty 
of air. 


* * * 


THe story of the develop- 
ment of Thomas De La Rue & 
Co. Ltd., since Thomas landed in 
England from Guernsey in 1818 
is told in a_ series of articles 
written in popular magazine style, 
in the Festival Number of 
De La Rue Journal for July. 

The Journal is now being pro- 
duced for De La Rue by F. J. 
Lyons Ltd. It is an outstanding 
example of the kind of magazine 
produced by journalists. There 
is an inevitable distinction (not 
always subtle) between magazines 
produced by journalists and those 
produced by advertising men, 
however much the journalist tries 
to be a publicist and the adver- 
tising man a journalist. 

The difference is manifest in 
three respects: literary style, de- 
gree of objectivity, and layout. 
The trained journalist’s style is 
the result of harsh discipline; his 
objective is to interest the reader 
and he is usually ruthless in this 
respect; his layout is generally 
simple — occasionally so plain 
Jane that he could borrow a trick 
or two from the advertising man. 
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OCTOBER SHOW GUIDE 


The finest advertising medium for this year’s great event 


In October, the Marine Division of the International 
Motor Exhibition is the chief interest of yachting 
enthusiasts everywhere. Here, yachtsmen foregather 
to examine the latest types of craft, engines and 


equipment. Two weeks before the show, YacuTInG 
Wor p will pre-view this section in a special, enlarged 
number. Including every available item of infor- 
mation about the exhibits, it will provide readers in 
all parts of the world with an indispensable and 
authoritative reference to manufacturers’ products. 


DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1. 


Advertisements in it will have a far-reaching effect 
on sales for 1952. Press date Sept. 14. 

... and the \ovember Show Report 

An eye-witness account of last-minute Show develop- 
ments, with illustrations of the main exhibits in 
craft, engines and equipment. 


WATERLOO 3333 (60 LINES) 


ee. va ae id bi " e ; ba Be pe 9 + eee oe ; a : es a F 
“oi nee iieeeaemnme peer un $f; : : / - 
— as @ 
am Avuoust 30, 1951 365 ADVERTISER'S WEEKLY in 
eal at hs 
a oe 2 
na - aa ei 1 ie WOOF uvers WHE | | 
‘i ; ame “aie | here - : 4 hs . e °- 7 a 
ie — Study britain’s power craitand yachts | | 
- ie % ae ee: ie eh * ro gil ae she mle s > ae ‘ | y eS ne 7 . | @ 
7 ae Br bag Lai. — ae Ges : 2 - ; ‘ . q 
ee: i Ws > ee i, ” ‘sea | . - be z _— = boo ram eye 4 7 
ag : mt aoe i" Mee — = : Sy 2 ae a Si t 4 } ; 
rs) oe a ce —— . send a + : i FS 3; ia Ve ~: Sig eo: on 
i ais fe a aw ees ; 
aa ‘ : we ay E , >i ‘ z i i oe ae % ¢ 4 4. ¥, A on z : 
i a Be Ry fe aa Let : 
. ; #3 : | ~~ 1g : | y Talia } ee r me S Nes . Pe a 4 $s 
Be : Trae fe P(e im 4. 
: a Be ; ie “ih © 3 ; en ‘hg me | bs ae ni : ; ey je oS #2 ee Yi ig :: 
‘ ae “s wt be _ ee 1 aa | hie . ; Ss 
sj + # a te it =." RP iL * iP al _ 
or ‘ Be 7 c 8 Fme  d Ss ; FJ “* = & a mR. >) e oa "a. 5 - ss | a 
e . r a o Ne ie a4 nia - s & a“ > oo , a . Ping x! i \ : * . ol : 
4 o ? ees = Oy. ¢ | Baay | 
a ' Pe i” 7 av { 1 Nh ; i a ‘ or \ " q A 
a => a r\ d ke | = ee = Bay a 
p “a Kis x ‘. ee QO gee a 4 eae hectan 1 \ : 
‘a : ba cdl iar \ ) 
- ic 
7 
:.. a 
‘aa ; 
ve . - 
Jing he your: ' ; 
bet Boo aon we 
De ? : 


ADVERTISER'S WEEKLY 366 Aucust 30, 1951 


FRANCIS HOLLINGS & CO. LTD. 


101 NEW OXFORD STREET, LONDON, W.C.1 - Temple Bar 8501 


Specialists in Advertising Gifts since 1919, our extensive range includes 


exclusive lines with special features—the ‘‘ Robot ’’ calendar, ‘‘ KwiteRite ’’ 


desk diary pad, etc. 


In the field of Advertising Gifts and Novelties we act for Advertisers in the 


capacity of consultants and advisers. Our province is to co-operate with 


the Advertising Manager. 


gale meluille presents 


THE LARGEST RANGE OF GOODWILL .GIFTS FOR THE POCKET OR FOR THE DESK 
BEING ACTUAL MANUFACTURERS MAY WE REMIND YOU THAT THERE ARE ONLY 12 PRODUCTION WEEKS BEFORE XMAS. 
Why not consult us today? [ 
WE SHALL BE PLEASED TO: (a) CALL UPON YOU TO DISPLAY OUR RANGE WITHOUT OBLIGATION. 
(b) SUBMIT A PARCEL OF SAMPLES UPON APPROVAL. 
(c) SEND A COPY OF OUR ILLUSTRATED LIST. 


business gifts that will be used 


_GALE, MELVILLE LTD. 


67/73 MARLBOROUGH GROVE 
OLD KENT RD., LONDON, S.E.! 


ee ey § — TEL: BERMONDSEY 4187-8 
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CHOOSING THE GIFT—SHOULD IT 


_ —DIGNIFIED 


on our desk recently. It 

was not outstandingly well 
produced. In fact, it was about 
to be consigned to a pile of its 
fellows, when it happened to 
fall open at this passage: 

“A customer is the most im- 
portant person to this establish- 
ment, .. We are not doing him a 
favour by serving him; he is 
doing us a favour by giving us the 
opportunity of doing so... . The 
customer is a person who brings 
us his wants; it is our job to 
handle them profitably to him and 
ourselves... .” 

The relationship between sup- 
plier and customer is, of course, 
one of the most subtle and per- 
sonal in the business world. Its 
maintenance is important,* but 
much more so is its development 
along friendly lines. Much of this 
depends on the service given to 
the client. Some also on the way 
in which that service is received. 

One factor which has been 
shown to have very beneficial 
effects on such relationships is the 
goodwill gift at Christmas or any 
other time. And this (or if pos- 
sible earlier) is the time to start 
thinking about what to ‘give 
whom. 

As we choose, let us not lose 
sight of the original statement: 
“The customer is the most im- 
portant person... .” 

The range of gifts to choose 
from is, of course, as large as the 
imagination will allow one to 
make it. There is virtually no 
article under the sun that cannot 


\ SALES brochure arrived 


ADVERTISER'S WEEKLY 


BE ‘PERSONALISED’? 


MESSAGE IMPORTANT—CHRISTMAS CARDS 


be made into a dignified and 
wotth-while business gift. One 
firm, for instance, gave its best 
customer’s managing director a 
set of antique glasses, not so long 
ago. 

Selection is not as simple as 
might seem at first sight. Despite 
the diversity of the choice avail- 
able it is not always quite so easy 
to choose the right gift. On top 
of that one cannot go Christmas 
shopping for one’s clients in the 
same way as one does for the 
family! 


The Same 

Principle 

There are, however, a number 
of firms which specialise in this 
type of gift. Some of them cater 
exclusively for industrial good- 
will gifts so that their products 
will never be found in the retail 
shops. Further, because they 
make such gifts in bulk and may 
sell them to several non-competi- 
tive concerns, these concerns are 
generally able to quote much 
lower prices than the retailer. 

The range that these firms offer 
varies, naturally. But certain prin- 
ciples apply to all choosing of 
gifts. The most important point 
to bear in mind is that the gift is 
intended to promote goodwill and 
that the chairman of a firm that 
spends several thousand pounds a 
month with you is not likely to 
be very pleased with a cheap 
present that has also been sent to 
many others in his firm. 

With this in mind, one can 
classify gifts into two separate 
categories: Those that are to be 


given to high-level executives and 
must therefore have considerable 
intrinsic value; and those for 
general broadcasting among all 
business associates. 

Let us deal with these in order. 
One example—that of the set of 
fine glasses—has already been 
cited of the type of gift that can 
be profitably presented to the high 
executive. The object to be aimed 
at is the selection of a product 
that the recipient will want to 
use regularly, one which will 
automatically remind him of the 
donor and which is sufficiently 
pleasing to ensure that it is not 
passed to subordinates. Into this 
category fall all manner of leather 
goods, brief cases, wallets of 
slightly novel design, cigarette 
caskets, leather desk goods, 
cigarette cases, lighters (both 
pocket and table) and so on. 

The first question that arises is 
whether the gift should be one 
to be kept on the recipient's desk 
or whether it should be something 
more personal that can be carried 
about. Pp 

In both instances the further 
problem arises of whether the gift 
should have anything engraved 
upon it. There are, of course, 
some products which cannot pos- 
sibly have such identification. The 
example. of the glasses again 
comes to mind. j 

Many firms use these gifts to 
put over a definite sales message. 
Certainly these messages have, if 
the gift is sufficiently worth-while, 
a very long life at a spot where 
they can do most good to the 
donor. But it has been argue? 


with some assurance that these 
messages are offensive to the 
recipient and that they automatic- 
ally earmark the gift for distribu- 
tion to the office boy or the waste- 
paper basket. The matter depends 


.largely upon the sense of pro- 


portion of the designer. Quite 
obviously a small trade mark 
tastefully embossed upon a cal- 
endar or brief case is unlikely 
to be objectionable. But it can 
still be argued that even this 
amount of advertising is unneces- 
sary. Exponents of this argument 
maintain that if the gift is suffi- 
ciently attractive to be put into 
regular use, then there is no need 
for any form of “credit message.” 
The user will subconsciously re- 
member, every time he uses the 
article, that it was given to him 
by so-and-so who makes ... 
This argument’ only holds good 
for really “quality” presents. The 
number of pocket diaries that are 
likely to come into an office 
around the turn of the year is 
such that one is hardly likely to 
remember who sent them if they 
are not clearly marked. 


Name On 
It, Or Not? 


Another difficulty which arises 
is that of “personalising” the gift. 
There are simple processes for 
embossing or engraving a name 
on to leather or metal goods and 
many firms send out their gifts 
marked with the recipient’s name, 
The object, presumably, ig to 


(Continued on page 372) 
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GOODWILL GIFTS 


NOW IS THE TIME TO CHOOSE 
FOR NEXT CHRISTMAS 


The choice is enormous—as wide as the imagination 

can range, for any product could be a present. But 

here is a selection of articles specifically intended 
to be gifts. 


GREAT BRITAIN, 
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An ideal gift for motorists, a case for road 
marketed by several firms. This one is 


Dignified for the desk: A 
calendar 


set 
aa 
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The Art of Giving 


The selection of Advertising Gifts akin to their 
creation, is a 


Fine Art 


Exhaustive surveys of recipients’ re-actions are made 
continuously, then linked up with 


Craftsmanship and Service 
Distinction is always maintained, for 
Arlo Advertising Gifts 


never appear in shops, they are exclusively created 
for ; 


Their Clientele 


Consult 


ARLO LTD. 


THE ADVERTISING GIFT ARTICLE MANUFACTURERS 
Arlo House, 111 Regent’s Park Road 
LONDON, N.W.1 
Phone P RI. 9522 & 1291 


The only firm in Britain manufacturing 
Advertising Gift Articles exclusively 
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THE STORY OF A PREMIUM OFFER 


ARGE scale premium offers 

have not been extensively 
used in this country since the 
war, and there has, therefore, 
been little opportunity for the 
younger advertising men to 
study the operation of such 
schemes. 

There was, however, one such 
promotion which, claim its spon- 
sors, showed outstandingly good 
results. This was the offer run 
last autumn by W. Symington & 
Co., Ltd., and the merchandising * 


department of their agents, 
Mather & Crowther Ltd. 
When plans for an autumn 


campaign for Symington’s Soups 
came under discussion, it was 
agreed that a sales promotion 
scheme of considerable impact 
was needed. The ultimate object 
was, of course, to increase the 
general sales volume. But it was 
realised that, in order to achieve 
this, the distribution of the pro- 
duct would have to be strength- 
ened, and the housewife per- 
suaded to give the product an 
extended trial. 

It was decided that a premium 
offer would best achieve all these 
requirements. 

Symington’s and Mather & 


Crowther chose a “mail-in” 
premium which demands the 
minimum of extra work from the 
retailer. The actual premiums 
were kept at Symingtons and sent 
direct to the consumer. 

Next the problem of the 
premium itself. The range of suit- 
able products available is, of 
course, unlimited, but the cost fac- 
tor narrows the list. 

After a careful examination of 
dozens of possible articles, the 
field was narrowed down to a 
short list of items from which a 
children’s nursery set in plastic 
emerged as the most suitable pre- 
mium. 

The nursery set, made in good 
quality plastic and attractively 
packaged in a three-colour carton, 
normally sold at around 6s. It 
was offered by Symingtons for 
2s. 11d. 

The terms of the offer were 
simple. The housewife had to buy 
two 74d. packets or five 3d. ones 
of Symington’s soup. By sending 
the fronts of the cartons from 
these packets to Symingtons, 
together with 2s. 11d., she secured 
the premium for herself. 

Mather & Crowther produced 
bold point-of-sale display materia] 


which was given a fine showing 
by retailers. The scheme was 
further supported by a series of 
full-page colour advertisements 
in a wide range of magazines. 
The results from this promo- 
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tion were completely satisfactory. 
The immediate operation of 
distributing the premium—and, 
therefore, of getting a good trial 
for the product—went so well that 
the original order to the plastics 
manufacturer had to be twice 
repeated because demand so far 
outran original estimates. Sales 


were correspondingly good. And 
—perhaps most important of all 
from the long-term point of view 
—tetail distribution was widely 
increased, 


Display material featuring the premium offered by Symington's 
last year. 


Retail selling price 30/-. 


In circle: is ‘Satin chrome’ finished. Export 
price 18/-. Home Market 16/- in quantity. 


Every Beney Lighter is attractively boxed 
with suede pouchette and cleaning brush. 
Also available is the Ball Table-model. 


received, 


lifelong friends. 


1 WELLCLOSE SQUARE, LONDON, E.1. 


If not entirely satisfied when 
ived, or in case of any 
fault ee a due to 


. ey 
Lighters are intended to be 


A Goodwill Gift of Lasting 
Quality and Usefulness 


A good looking gift you will not be ashamed to give this 
Christmas—at an economical price. 

Beney Lighters were chosen and shown at the Festival 
of Britain as representing British design. 


* 


precision of a watch. 


Beney Lighters ave fully automatic and made with the 


%  Beney Lighters are made entirely in our own works at 
Beckenham, Kent. 
a" % = Bevey Lighters have been on the market since 1919. 
Use the side i 
ss your aa . —— ¥%  Beney Lighters make ideal gifts for export. 

Full details and samples on application. 

Illustrated above is the ‘Barley’ engine * ‘ - 

turned design with initial shield. 

Export price 12/-. Home Market 18/- Guarantee 

in quantity. Retail selling price 32/6. 


=a 


LECHTERS 
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Telephone: ROYal 4833 
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™ STRATION #200 -Pad 


A PERPETUAL NOTE PAD—PRESS LEVER AND WRITING 
DISAPPEARS LEAVING PAD READY FOR USE AGAIN 


me Stratton Flash-Pad is a permanent 
pad—always ready — never 

a up. Instead of tearing sheets 

off r desk pad—with the , 

Stratton Flash-Pad you just press “ 

the lever, writing is erased 

instantly, like = ic, and 


in. x m. 
with nickel plated 
lever. in smart 
2-colour Present- 
ation Carton as 
shown. 


Retail Price 


21/- 


SEE 

IT 

AT YOUR 
STATIONER’S 


JARRETT RAINSFORD & LAUGHTON 


ADVERTISER'S WEEKLY 


7TWO NOTABLE ITEMS IDEAL FOR YOUR XMAS PRESENTATIONS 


STRATTON FONOPAD. 


GIVES TELEPHONE NUMBERS AT THE 
TOUCH OF A BUTTON 


Simply slide the indicator to the initial of 

the required, press the button and 

the Stratton Fonopad opens automatically at 

=. pase bearing the telephone number 
red. 


De Luxe Model 2/0 in handsome Black or 
Cream moulding. Retai! Price 27/6. 


Plastic Model 213 in Black or Cream. 
Retail Price 226. 


Junior Model 215 in polished Black Enamel. 
Retail Price 17 6. Sennay Cartoned. 


ASK 
YOUR STATIONER 


For inscription or quantity orders, write to the makers : 


LTD., KENT STREET, BIRMINGHAM 5 io 


ADVERTISING 
MATERIALS 


‘PERSPEX’ DESK CALENDARS 
DESK BLOTTERS - MEMO PADS 
PROPELLING PENCILS + ASH 
TRAYS - LEATHER | GOODS 
‘PERSPEX’ SHOWTABLETS & DISPLAYS 


Send for illustrated list to: 


Carter 
ADVERTISING SUPPLY CO 


136 WELLINGTON STREET, GLASGOW, C.2 
TELEPHONE: DOU¢las 4203 


“SYSTEM” DESK DIARIES 


The most economical form of all-the-year-round 
publicity available today 


Without Obligation 


Write for Leaflet and Special Quotations to : 


Shaw Publishing Co. Ltd. 
180 Fleet St., London, E.C.4 
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BANK SQUARE WORKS, 


ADVERTISER'S WEEKLY 


DRIP MATS "anew medium 


of absorbing interest... 


National advertisers are rapidly recognising that Drip Mats 
are a most effective advertising medium, whether they are 
used as “poin: of salc’’ aids or for reminder advertising. 
With your message printed on them in attractive colours 
they can be a vigorous addition to any advertising campaign 
in these days of space rationing and other shortages. 
Tresises are Britain's largest procucers of Drip Mats, ra 
printing them in several shapes and sizes, and in cengeeey ‘ 
many different languages, and despatching them to 


all parts of the world. Tresises will gladly send 
you samples and full details on request. 


ANY PRODUCT 


or service 


TRESISES DRIP MAT CO. 


PROPRIETORS TRESISES (PRINTERS) LTD 
BURTON-ON-TRENT 


rs 


We are manufacturing 


PUBLICITY GIFTS 


in 


METAL AND LEATHER 


to customers’ own requirements. 


ZIPP FASTENER CO. LTD. 


(Metal Engraving Division) 


STERLING HOUSE 
8 HEDDON STREET, LONDON, W.1 
"Phone Grosvenor 7651 
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Goodwill Gifts—continued 


ensure that he and no other mem- 
ber of his firm will in fact use 
the article. No doubt this has 
proved itself a successful method 
of placing a message in a desired 
place. Also, it does give the pre- 
sent a personal touch which may 
be lacking from many others that 
the man gets. 

Against this it has been argued 
that, in the case of diaries and 
other desk requisites particularly, 
a managing director is likely to 
receive many more than one of a 
kind. If, therefore, they are all 
initialled or otherwise identified 
with him, he will select the nicest 
and throw the rest away, feeling 
that none of his subordinates 
would want an article with some- 
one else’s name on it. One par- 
ticular firm which has been send- 
ing out diaries for many years, 
has stopped the practice of “per- 
sonalising” because in many cases 
they prefer it if their diary gets 
into the hands of a subordinate. 
The managing director, they 
argue, only initiates the very 
largest of buying, and the diary is 
more likely to do good with the 
man who puts proposals up for 
the director’s approval. 

But generally diaries fall into 
the second class of gifts, those 
that are distributed in larger num- 
bers and not to individuals at all. 
Into this category fall a very wide 
range of products that can be 


Plastic is particularly adaptable 

for all kinds of gifts. This 

calendar, in Perspex, is by Carter 
Advertising Supply Co. 


HARRIS ADVERTISING LTD. 
have specialised in 
advertising novelties 


29/30 KINGLY ST., OXFORD CIRCUS, W.! 
REGent 3295/6 
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mass-produced. Advertising pen- 
cils, inexpensive pens, small 
pocket diaries, calendars, rulers, 
pen-knives, bottle openers, key 
rings in leather cases, smal] desk 


pads, etc, 

Distribution of these products 
presents much less difficulty, 
though of course the goodwill to 
be gained from them is of a dif- 
ferent kind. 

The problem of cost must, how- 
ever, be considered. Although 
salesmen of several firms selling 
the higher-priced gift lines to ad- 
vertisers have noticed that in this 
field cost matters very little com- 
pared with the quality of the pro- 
duct and its originality, in the 
case of large distributors of 
smaller products cost does play 
an important part. 


And, Of Course, 
Christmas Cards 


One of the most common in 
the latter category of gifts— 
though not generally associated 
with gifts at all—is the Christmas 
card. This little piece of good 
cheer can create as much good- 
will for a firm as any of the more 
expensive gifts, if handled in an 
imaginative way. 

A large American firm’s use of 
this medium was described briefly 
in a recent issue of Printers’ Ink. 

“Over the past ten years, Union 
Bag & Paper Cor- 
poration has found 
its Christmas card 
mailing an increas- 
ingly important 
sales promotion 
tool; one whose 
possibilities, like 
those inherent in 
annual reports, 
have until recent 
years been largely 
overlooked by 
many industrial 
advertisers.” 

The problem, 
continued the 
author (and this 
is applicable to 
all other kinds of 
gifts in the second 
category), is that 
the Christmas card 
must appeal to all 
people with whom 
the firm does business. 

Examples of what this firm has 
done to solve the problem during 
the last few years are cited. Here 
are some of the design themes 
adopted: “In 1942 Union’s cards 
reminded customers of 
reasons for shortages. In 1945 
the theme was reconversion. Other 
Christmasses found stress on 
Union’s new line of corrugated 
shipping containers (1948), the 
giant Savannah plant (1946), per- 
sonnel (1947), the approaching end 
of the European war (1944).” 

There are innumerable ways of 
cementing good relations with the 
customer. But few will please 
him more than to receive a digni- 
fied, useful Christmas gift. 

END OF NOVELTIES, 
GOODWILL GIFTS, 
AND PREMIUMS FEATURE 
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*‘LEATHERGOODS’ 


MOST THE TOY TRADER 


AND EXPORTER 


PROGRESSIVE . 


THE FANCY GOODS TRADER 
AND EXPORTER 


GROUP i 


THE SPORTS TRADER 
OF AND EXPORTER 


Published by 


TRADE 
JOURNALS W.B. TATTERSALL 


LIMITED 


IN 15S CURSITOR STREET 
LONDON, E.C.4 


BRITAIN TELEPHONE CHANCERY 4001-6 


(6 LINES) 
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S more and more people are 
attracted to exhibitions, ex- 


. perience shows that attention to 


particular stands, unless they are 
exceptionally attractive, tends to 
diminish. Thus competition for 
visitor-interest must intensify. 

One of the results of this trend 
has been that people are dis- 
inclined to stop to read long 
panels of type, or to follow a 
complicated story. Some exhibi- 
tors are overcoming this by sub- 
stituting recorded sound for the 
written word. Indeed, the dis- 
play designer is constantly seeking 
new ideas that will attract atten- 
tion. This quest for an “eye 
catcher” has, in the past, been 
satisfactorily met by the use of 
every conceivable kind of lighting 
arrangement, by animated models 
of many kinds, animated dia- 
grams, and by pretty girls in 
crinolines. 

Recently, for instance, there 
has been a marked increase in the 
use of life size colour transparen- 
cies of greatly improved quality. 

These transparencies certainly 
attract very considerable atten- 
tion, partly because of the high 
degree of realism which is 
achieved, and partly because they 
are in themselves a source of 
light. This realism i; so marked 
that in some cases there is a dis- 
tinct illusion of three dimensions. 

The reason for this is that in 
reality the human eye can dis- 
tinguish between a very wide 
range of contrast which cannot 
be reproduced in ordinary photo- 
graphs. 

To illustrate this matter of con- 
trast more fully, imagine photo- 
graphing a still life group in the 
studio. The subject is some kind 
of luscious fruit and there is to 
be some silverware in the picture. 
Now in reality the range of con- 
trast, if dramatic lighting is used, 
is from very deep shadows at one 


end of the scale up to bright light 
coming from the glistening fruit 
and from the silverware. 

if this photograph is repro- 
duced, either as an ordinary 
monochrome print or as a colour 
print, the highlights can only be 
shown as white paper reflecting 
the light falling upon it. But the 
shadows, too, will reflect a cer- 
tain amount of light and will 
therefore not be as dark as they 
were in the original scene. For 
the tiny bright high lights so 
necessary to make the fruit 
glisten and to make the silverware 
shine, this white paper is, of 
course, nothing like the real 
thing. 

With a life-size transparency, 
however, all this is changed. As 
there is no need to shine any light 
at all from the front, shadows 
can be as black as the proverbial 
hat, and the high lights can now 
be shown as actual light. In other 
words, the range of contrast can 
be reproduced. as the eye saw 
them when the photograph was 
being taken, It is this which gives 
the illusion-of three dimensions. 

A good example can be seen at 
the Ulster’ Festival Exhibition; 
the subject here is a display of 
apples and the illusion that one 
is looking at actual fruit is ob- 
tained by the faithful reproduc- 
tion of the highlights on each 
apple contrasting with deep 
shadows. 


Three Types 
And Their Snags 


There are several methods used 
in making these large colour 
transparencies, and as with all 
new developments they each have 
their particular advantages and 
disadvantages. 

First of all there is direct colour 
photography. Many good and 
many bad examples of these 
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DISPLAY & COMMERCIAL ART 


Colour Transparencies Light Up Your 
Stand—And Attract 
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Crowds To It 


transparencies are at present on 
view at the different Festival ex- 
hibitions. Their disadvantage is 
that, in taking the original photo- 
graph, one is up against all the 
difficulties inherent in direct 
colour photography, such as 
the tendency for one colour to 
predominate all over the picture. 
Also, owing to the small degree 
of latitude in exposure, it is diffi- 
cult to use really dramatic light- 
ing effects, 

This lack of flexibility in ex- 
posure has not so far been over- 
come and it is for this reason 
that direct colour photographs of 
subjects such as aircraft flying, 


otherwise known as air-to-air 
shots, are so difficult. The cor- 
rect exposure to give a true 


colour rendering of the aircraft 
is not the correct exposure for 
the clouds and landscape. 

The cost of direct colour photo- 
graphy before starting on the 
large transparency must also be 
considered. 

Another method of producing 
colour transparencies uses ord- 
inary negatives. The colours are 
produced chemically by means 
of a system of selective toning. 
This system is not to be con- 
fused with hand tinting. 

Photographs taken in dramatic 
lighting and under conditions 
otherwise impossible can be used. 
The disadvantage of this system, 
however, is that where there is a 
very fine and complicated colour 
pattern such as might appear on 
a dress material, the cost is high. 
For fairly simple subjects the cost 
is less than with direct colour. 
The transparency of apples which 
we have mentioned was produced 
by this method. 

Lastly there is hand tinting 
dependent on the skill of the 
artist. Although transparencies 


produced in this way can be quite: 


By A Special Correspondent 


effective they are not to be com- 
pared for quality and realism with 
the others. 

Whichever type is used, it is 
the fact that light is being trans- 
mitted through the transparency, 
instead of being reflected from 
it which attracts attention. 


A Fire Of 
Pure Light 


Up to now transparencies have 
generally been “used in the same 
way as one would use an ordinary 
photographic enlargement. That 
is to say, they have been used 
merely as an attractive means of 
showing a photograph. One can 
foresee the time, however, when 
transparencies will be used as 
false windows and as backgrounds 
for animated models. It is interest- 
ing to consider a design actually 
using false windows as its source 
of illumination. 

So far no one has succeeded in 
combining any sort of movement 
in the way of a flickering light or 
a rotating light mask, but some- 
one will no doubt find a way of 
causing clouds to drift slowly by, 
the leaves on the trees to rustle 
as if in a gentle breeze or to 
achieve in a homely scene the 
flicker of firelight. 

Another amusing way of using 
a transparency would be to fix a 
semi-transparent mirror over the 
front. When the light is turned 
off the viewer would see himself 
as in a looking glass; then, as 
the light fades in, the’ image 
would disappear and he would 
find himself looking at a trans- 
parency. A trick mirror such as 
this, situated in the foyer of a 
cinema or theatre, at a spot where 
the ladies might pause to titivate, 
might well be used to advertise 
some form of cosmetic at intervals 
of about fifteen seconds. 


LITHO 
SILK SCREEN 
LETTERPRESS 


A friend inde 


ed in time of need! 
THEN IT IS YOUR PRINTER... 


HAMPDEN PRESS LTD 


107 SOUTHAMPTON ROW, LONDON, W.C.|! 


Telephone: 
MUS. 0124-5 
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a)! ners WATER 
OPAQUE COLOURS 


These colours, which include the attractive Tyrian Rose, brilliant 
Mistletoe Green and the unusual Myosotis Blue, fulfil al! the requirements 
of the artist and designer. Prove their excellent qualities and give 
your work that extra brilliance so vital to attractive designs by 

testing them now ! 


REEVES & SONS, LTD. 


13 CHARING CROSS ROAD, LONDON, WC2 
178 KENSINGTON HIGH STREET, LONDON, W8 


PHOTOGRAPHY 


MODELS 


ANOTHER SERVICE OFFERED BY 


STUDIO LISA 


ARCHITECTURAL SCALE MODELS 
ANIMATED DISPLAY PANELS 
EXHIBITIONS STANDS 
PERSPECTIVE INTERIOR SCENES 


Fee ee, oe 
see 


A MODEL MADE FOR SHREDDED WHEAT 
Estimates and Designs submitted free 
FOR PHOTOGRAPHS OR MODELS 
STUDIO LISA LTD, * FLESE, STREET, LONDON, E.C-4 


DRAWING BOARDS 
to choose from .. . 

and 30 years’ experience of dealing 

with High-class papers—and the require. 

ments of the Commercial Art Worlé 


range of WINSOR & NEWTON'S Poster, Designers’, 
Colours, and Brushes always in stock. 


COLYER & SOUTHEY LTD. 
I7-18-TOOK'S COURT: CURSITOR STREET: E-C-4 


ARTISTS AND 


STUDIO 


PHOTOGRAPHERS 


BRIGGS: 


EXHIBITION STANDS 
DISPLAYS 


SERVICING 
SILK SCREEN PRINTING 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
LONDON: S.W.1! ~ TEL. VIC 0912-3 
w oRKS———__—__ FULHAM 


LARGE 


NATURAL COLOUR 


TRANSPARENCIES 


For Exhibitions and 
Point-of-sale display. 
Sizes up to 40” x 30” 


C. & R. 
NOCKOLDS 


5 KENSINGTON CHURCH STREET, W.8 
Telephone : WEStern 9266/9334 


DESIGN 
PHOTOGRAPHY 
DISPLAY 
EXHIBITION 
SILK SCREEN 


‘Replicurds Ltd 


407409 

HORNSEY ROAD 
HOLLOWAY 
LONDON N19 
ARC: 1178 & 3469 


FOR DISPLAY & SCREEN TING 
LONDON TEL: TRA 4277 
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ADVERTISER'S WEEKLY 


British advertisers anxious to 
increase their trade with 
Denmarkshould investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 


space facilities. Full details from: 


CRANE-DEBENHAM LTD., 
69, FLEET STREET, LONDON, E-C-4 
Central 2811 


SILK SCREEN puuarioe) 


one 
EAL ing 3626-7, 


LONDON OFFicE: 
NEWMAN YARD.wa 


MUSeuwm O70! 


Estobtished 1910 


CLELAND 

PACKAGING 
Cartons, outers and display pieces made 
Sa toa gage Se 
Wwe. W. CLELAND LTD 


STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


LGS. 
RISING CIRCULATION 


Cover all local government 
purchasing ojficers all over the 
country, with Local Govern- 
ment Service, official publica- 
tion of the Nat. Assn. of Local 
Govt. Officers (NALGO). Cir- 
culation at 231,500-readership 
considerably more. Details- 
R. Harris Publications Lrd., 12 
Stanhope Row, W.1. GRO. 3879 


SILK SCREEN 
PRINTING 
DS YEARS EXPERIENCE 

AT YOUR SERVICE 


CLARKE BROS 

26 THE GREEN, TWICKENHAM 
Phone: POPESGROVE 502! 
Established nearly 40 years 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 
STUDIOS, LIMITED 
72a Plough Rd., Battersea, S.W.II 


ROTAPRINT & MULTILITH USERS 

We offer a speedy Photo-Litho service 

that is pl nen to none.... Our speed is 
your asset. 

For QUALITY and RELIABILITY 
*Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 


RENART 
STUDIO LTD 


EALING 3362 
o 
7121 


‘SCREEN PRINTING 
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ADVERTISING GOES ‘ON 
THE ROAD’ IN KENT 


A vehicle touring the highways of Kent with an advertising 
display has been very successfully used during this summer 
by Vye & Son, a firm of grocers with 50 branches through- 
out the county. Responsible for the operation was J. G. 
TERRY, the firm’s advertising manager. “We aim to keep 
the carnival car running on all possible occasions for at 
least three months,” he explained, “and by charting the 
journeys on a map of the county we are able to cover every 
town and the main connecting roads during the period. We 
have found it particularly useful to run maximum time 
early in the season. This, we find, makes the venture known 
to local people so that eventually, requests are made by 
organisers of local events for the lorry to appear at carniv 

etc. during the height of the season, when the population 

of holiday towns is at the maximum.” 


To The Shops 


_ One of the most poyular attrac- 

tions in the Festival Gardens at 
Battersea, the Tree Walk, owes its 
popularity to a number of three- 
dimensional illuminated models 
of birds, animals and _ other 
creatures (including a 40 ft. 
dragon) which are displayed 
among the trees. 

The models were specially 
made and installed by Franco 
Signs and consist of a plastic 
“skin” sprayed on to a wire 
frame. 

Now, similar models are being 
made to customers individual 
requirements, for merchandise 
display purposes. 

Applications of these models 
are almost unlimited. Trade marks 
can be made up for display pur- 
made to customers’ individual 
poses, also seasonal figures such 
as Father Christmasses. 

These models are made by a 
process first developed for 
cocoon-spraying of warships. A 
non - combustible. waterproof 
| “skin” is stretched over a wife 
| frame which has been fashioned 


Animals From Battersea Are Going 


This illuminated plastic model 
was made for the Notts Hosiery 
Co., Ltd. 
to the desired shape. This skin 
can be built up to any thickness. 
Then the colours are sprayed on 
in much the same way as paint. 
Illumination is simple, and 
models use very little current. 
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DISPLAY & COMMERCIAL ART 


Display Notes 


LANS are going ahead for the 
National Display Exhibition 
which Display, Design and Pre- 
sentation are sponsoring at the 
Central Hall, Westminster (Octo- 
ber 15-19). 

Opening ceremony is to be per- 
formed by Sir Miles Thomas, 
president of the Advertising Asso- 
ciation, During the course of the 
exhibition a display convention 
will also be organised, compris- 
ing seven business sessions as 
well as a dinner arranged in co- 
operation with the British Display 
Association. Also during the 
week, results will be announced 
of the three display competitions 
(for shop window displays, adver- 
tising display units, and screen 
printing) which have been running 
in connection with the event. 


* * * 


HE exhibition world is full of 
snags and pitfalls for the 
inexperienced. It was of consider- 
able service to its members there- 
fore, when the Incorporated 
Society of British Advertisers 
issued a Guide to Exhibitors. 
This had been out of print for 
some time and a new revised 
edition is welcomed. It is, like its 
predecessor, intended primarily 
for those who have little experi- 
ence with exhibitions. 
Copies may be obtained by 
non-members for 2s. 6d. 


* * * 


HE Chelsea Antiques and 
Fine Arts Fair is this year 
being held for the first time at 
the Chelsea Town Hall, London 
(August 28-September 11). 
Over £1 million worth of 
antiques will be displayed by the 


forty dealers taking part. As the 
prices will range from £1 the Fair 
will appeal to the modest collector 
aS well as the expert and dealer. 


* * * 


DISPLAY which has been 

entertaining folk up north is 
the Translite picture of a Giles 
cartoon on the amenities at Black- 
pool. Responsible for producing 
the unit, which measures 8 ft. 
6 in. x 6 ft., were Photowork Ltd. 
of Brighouse, Yorks, and client, 
the Daily Express. 


* * * 


APER-SCULPTURED  dis- 

plays have been enjoying a 
considerable vogue of popularity, 
though they have been found 
more often than not in the higher- 
class type of shop. 

The medium has now been 
placed within the reach of even 
the smallest retailer, for Arthur 
Sadler has published a book on 
the subject (Paper Sculpture, 
Blandford Press, 17s. 6d.) which 
gives precise and detailed instruc- 
tions on how to make figures, 
showcards, etc., from paper. The 
exposition is so clear and well 
illustrated throughout, that even 
a complete tyro in the business of 
display will find no difficulty in 
following the instructions. After, 
dealing with the fundamentals of 
how to do it, the author devotes 
many pages and photographs to 
what can be done—and how. 

The scope of paper sculpture is 
wider than one realises at first 
acquaintance. This book contains 
examples of cartoons, decors for 
fashion parades, theatre publicity, 
and posters and showcards re- 
produced from paper model 
originals, 


=. = 


DEOSAN 


Deosan have been promoting their products by a campaign for milk 
cleanliness on wheels. This caravan, designed by Sir William Crawford 
and Partners, has been doing the rounds of agricultural shows. 


Selling Costs 
getting out of hand? 
a 


Despite growing  sales-resistance, 
restrictions, shortage of labour and 
materials, and soaring’ overheads, 
many a progressive firm in your 
line of business is selling more 
economically than ever! 

latest facts. figures and data 
that will enable you to do the same 
are contained in the new “County- 
by-County” Marketing Survey of the 
United Kingdom. Without obliga- 
tion, p'case send p.c. tor descriptive 
Folder MS10 


Business Publications Ltd. 


180 FLEET STREET, LONDON, E.C.4 


THE WORLD'S GREATEST 
BOOKSHOP 


x * FOR BOOKS, 


New, secondhand and rare 
Books on every subject 
Stock of over 3 riillion volumes 
Subscriptions taken for 
British and overseas magazines 
119-125 CHARING CROSS ROAD, W.C.2 
Gerrard 5660 (16 lines’ 
Open 9-6 (inc. Sats.) 


PADDINGTON 
ADVERTISING 
COMPANY 


Paso ncton Owe” 
37 SPRING STREET W.2. 


Giants? 


folder about giant photographic 
enlargements. Ask for your copy. 
Autotype, Brownlow Rd, W.!3. Ealing 2691/3 
A 


AUTOTYPE =: of course 


Consult 
G. F. TOMKIN LTD 


DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164/5 
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Richard Usborne 


U has been said (a) that 
“The advantage of a 
classical education is that it 
enables one to despise. the 
wealth which it prevents one 
from acquiring”; and (b) that 
Balliol men are distinguished oy 
a “consciousness of effortless 
superiority.” 

Richard Usborne, who has 
joined Mather & Crowther’s crea- 
tive department as head of a 
» group, studied classics at Balliol; 
but I doubt whether either of 
these dicta applies to him. The 
facts that he is also a half-Blue 
(squash) and used to write light 
verse for Punch “in the days when 
I thought the world was funny” 
seem to indicate a fairly balanced 
outlook, 

His career has also been well 
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Mainly Personal— 


balanced between journalism and 
advertising. He has worked as 
copywriter with Pritchard, Wood, 
and London Press Exchange; has 
been assistant editor of Strand 
Magazine and the Leader, and 
editor and part owner of London 
Week (now What's On?); and was 
a B.B.C. book critic. 


* * * 


MINISTRY of Food advertising 
is a very different affair from 
what it was, according to its 
retiring director, W. Shelton 
Smith. No longer is it a case of 
getting the public used to dried 
eggs—or failing to get them used 
to snoek! Now, the advertising 
is more or less confined to the 
big campaign that accompanies 
the issuing of new ration books 
and the publicising of such 
“welfare foods” as orange juice 
and cod liver oil. 

Advertising thé speedy issuing of 
new ration books is extremely im- 
portant, because the more quickly 
this can be done the less need 
is there to keep on big and costly 
temporary staffs occupying much- 
needed accommodation. On the 
last occasion, a 90 per cent col- 
lection and issuing of all ration 
documents in three weeks was 
aimed at—and achieved. Was 
there ever a better example of ad- 


T 


* ADVERTISING MANAGER’S CORNER ' 


Fast Work 


| 
Getting away to a good start is half the battle, 
but it’s only the first half. You've got to keep 
your foot down and all the stops pulled out if 
you want to finish in front. 


When a promising 


campaign goes into a skid after the first time 
round, a little help from Harris will often work 
miracles. Harris are on to all the curves and 


can give your schemes the extra pep that keeps 
you ahead of the rest of the field. 


distinctive showcards, clever cut - outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel: REG 3295-46 


vertising saving money? C. 
Vernon & Sons Ltd. and the 
J. Walter Thompson Co., Ltd., 
were the agents. 

Shelton Smith is giving up his 
£2,000-a-year job to concentrate 
on a business (nothing to do with 
publicity) of which he is a 
director. 


* * * 


OFF BY plane to Zagreb on 
Saturday for the forthcoming 
International Fair are —— 
Auger and Ronald Empso 

Auger & Turner Ltd., of which 
they are directors, handle the 
advertising for the Fair, and their 
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Classical ¢'touch at 
Mather and Crowther 
creative department: 
How Ministry of Food 
ration - book adver- 
tising saves public 
money: London ad. 
men leave for Tito- 
land: Wallis Rigby, 
“cut-out king” plans 
return to Fleet Street. 


By CONTACT 


of the firm that makes gold, 
bronze, and aluminium powders 
used for brochures, labels, and so 
forth). From some of the fine 
model cut-out books he showed 
me, and from an illustrated article 
in the American Publisher's 


“Waist 
“4 Wy 


Hubert A. W. Oughton (W. S. Crawford Ltd.), H. C. R. Vogel (Grant 
Advertising Ltd.) and Irene Manning sing a one-minute American 


radio “commercial” 


in the B.B.C. television feature, “‘An American 
in London.” 


on, 


associate company, Autur oe 
Organisation are erecting 
stands for British exhibitors. 

To last for the second half of 
September, the Fair is the first 
fruit of Marshal Tito’s new 
economic policy. 

During their visit, Auger and 
Empson will discuss plans for 
publicising next year’s Fair and 
also the Dalmatian Coast adver- 
tising for 1952. 


* * * 


PLANNING to return to this 
country for good before long is 
Wallis Rigby. After World War 
I he was an all-round advertising 
man, purveyor of slogans, and 
designer of posters, showcards, 
and electric signs. But it Was as 
the man who designed and pro- 
duced the Daily Mail and Daily 
Express Model Books, and the 
cut-outs for models of cars, boats, 
and planes issued by Amalga- 
mated Press that he will be chiefly 
remembered in Fleet Street. 

1 have been having a chat with 
Wallis’s brother, Francis (head 


Weekly, Wallis appears to have 
been doing some really notable 
work in the States. 

Undaunted by the supply posi- 
tion in this country, he plans to 
launch a “very modern series of 
jetplane, rocket, and other card- 
board-modelled schemes” here. 


WEEKS WISECRACK 


hard winter, Carruthers, 
but do we have to keep 
all those sacks of coal in 
the board-room ?” 
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You can have the 


SUPERB 
COLOUR 


at ; 


PHOTOPLAY 


for as little as £150 a page 


sed 


; The magnificent photo-litho-offset + Brilliant, smooth colour 
iy printing of Ben Johnson of York has 
‘2 won high praise from printing experts. | + Faithful reproduction 
e; It will reproduce perfectly that 
ae beautiful piece of artwork. K No blocks 
: Photoplay sale has been pegged for some time at 120,000 per month. Present monochrome rate £75 
ot per page. Recent research reveals 6 readers per copy of whom 75%, are women. Photoplay's 700,000 
Fae readers are enthusiastic, too; over 30,000 families completed a questionnaire on editorial content. 
itil 


Ask for a specimen copy of 


BRITAIN’S BRIGHTEST AND MOST INTIMATE FILM MAGAZINE 
_ An Argus Press Publication + 8-10 Temple Avenue, London EC4 + CENtral 3514 


©2000 000808 0606 06 00 0000 0 
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is now selling 
more copies 
than it was 
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for this 


credit goes to 

the enterprise of the new 

editorial policy and the vigour 

of the summer advertising campaign. 


Circulation continues to increase. 
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THAT September 1 is the date 
fixed for the choosing of new 
agents for one of the largest ad- 
vertised abrasive cleansers in the 
country. 

* * * 
THAT Frigidaire inn signs are 
being supplied to Dudgeon & Co., 
Belhaven Breweries, Dunbar, who 
have recently purchased Frigid- 
aire beer cellar cooling equip- 
ment. 

. ” . 
THAT meetings in the north and 
elsewhere in the provinces are 
planned by the Institute of Public 
Relations. 

* * * 
THAT the Publicity Club of 
London “get-together” for the 
1951-2 season will be held at the 
Waldorf Hotel on September 17. 

. * * 
THAT a son has been born to 
Georgina, wife of Winsor Gaff- 
mney, of the Reader's Digest 


advertisement department. 

*~ . * 
THAT A. V. Roe & Co., Ltd. 
(Manchester) have launched their 
first house magazine—Avro News. 
It will be published in alternate 
eee 


* * 
THAT membership of the 
Institute of Public Relations for 
1951 is 336, 20 more than last 
year. The Institute now has mem- 
bers in Australia, Canada, East 
Africa, France, Germany, Greece, 
Holland, Israel, New Zealand, 
Norway, Pakistan. South Africa, 
West Africa, and the U.S.A. 


l 

THAT Mullard Ltd. ‘have organ- 
ised an exhibition of photographs 
taken in their factories and 
laboratories by Walter Nurnberg. 
It will be opened at the Engincer- 
ing Centre, Sauchiehall Street, 
Glasgow, on Tuesday. 


8,472 


ONT 


Women RACING ~~ 
Racine 


With its readership circulation of 20,000, provides 
a remarkable field in which to promote the sale of 
ANY commodity 


Tea or Tiaras 
Bouquets or Bloodstock 
Money or Motoring 


tis all one to Racing Review 


11,528 
Men 


EVIEW 


Think of the needs of 8,472 women! 
Study the wants of 11,528 men! 
Then check the value of our rates. 


RACING REVIEW PUBLICATIONS, LTD. 
32 Park Lane, London, W.1 


THAT twenty-five members of 
the staff of Cavendish Publicity 
Service Ltd. went on an outing 
to Margate recently. Doing a 
little “elbow bending” was 
A. H. E. Peck, their chairman and 
managing director. 
* * * 


THAT C. J. Murphy, P.R.O. for 
Western Union, will speak on 
“P.R. in international relations” 
at a lunchtime meeting of the 
Institute of Public Relations at 
the Town Planning Centre, 
Covent Garden, next Wednesday. 
* * * 


THAT the Irish Censorship of 
Publications Appeals Board has 
removed the recently-imposed ban 
on the sale and distribution of 
Reynolds News in Ireland. 

ae * + 
THAT Clement R. Hoopes, infor- 
mation officer of the E.C.A. 
Mission in Ireland, has resigned 
to take up an appointment in the 
U.S. State Department. He returns 
to Washington early next month. 
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THAT Joan Fomin, daughter of 
Lewis Harris, Midlands manager 
of Odhams Press Ltd., presented 
him with a grandson on Friday. 

* * * 
THAT the Stretford and Urmston 
News trophy was presented to the 
best individual bowler in Urmston 
and District Amateur Bowling 
League by H. Geldeard, publisher 
of the journal who is also presi- 
dent of the Bowling League. 

* * * 
THAT a fashion show for women 
from 16 to 60 will be presented 
by Vogue Patterns in nine stores 
in provincial centres in September 
and early October. 

* * * 
THAT Joe Harris, of Harris 
Advertising Ltd., the ga d and 
showcard experts, is holidaying 
in Majorca. Joe's last visit to the 
Mediterranean was from a differ- 
ent approach in 1943 by landing 
craft. 

. * . 
THAT D. & W. Gibbs are to 
continue their link-up of Astral 
skin cream with the A.B.C. film 
“Happy Go Lovely” which is to 
be generally released on Septem- 
ber 10. 

* * * 
THAT after seeing a Biro Skylon 
at the Festival of Britain exhibi- 
tion in Singapore, Thomas EB, 
Dewey, governor of the State of 
New York, took one back to 
America with him. 


aoe, * - 
THAT “rain” dripped from 
plastic clouds on to a dummy 
attired in crimson raincoat, sou’- 
wester and gumboots, as part of 
an interior display at an Argyle 
Street, Glasgow, store. 

7 * * 
THAT Hunting & Son Ltd. have 
opened a new publicity office, 
covering all the activities of the 
Hunting Group of Companies, at 
35 Old Bond Street, W.1. 

~ - - 
THAT Mrs. Abner Dean, for- 
merly of Robert W. Orr 
Associates, has joined the copy 
department of Hewitt, Ogilvy, 
Benson & Mather Inc. 

* * *- 


THAT Lord Woolton, chairman 
of Lewis's Bank Ltd., was accom- 
panied by Ernest W. Booth, chair- 
man of Liverpool and District 
Publicity Association and adver- 
tisement manager of the Liver- 
pool “Evening Express,” at the 
opening ceremony of the recon- 
structed Lewis's bank premises at 
Liverpool. 
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The Centre of 
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Blackpool's = /[luminations 
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Will Mm be 


The Electric f} News Sign 


Your Advertisement in *““LIGHTS’ 
SPECIAL SHORT PERIOD RESERVATIONS © 


May Ist to October 3lst—11 a.m. to 11 p.m. 
(During Uuminations to Midnight) 
26 weeks w £15 per week. 
13 weeks @ £20 per week. 
November Ist to April 30th—7 p.m. to 11 p.m. 
26 weeks @ £10 per week. 
13 weeks @ £12 10s. per week. 
52 week period @ £10 per week 


Illustrated Brochure sent on request. 


ELECTRIC NEWS LIMITED 


3 EDWARD ST., BLACKPOOL 
Telephone : 24680 
B.M. KAPLANSKY, Publicity Director. K. WOODWARD, News Editor. 


The Clectiie Newypapet 
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A D.D.W.S. lay-out. 


Air Accounts 
For New Agency 


Two more clients 
announced by Dolan 
Whitcombe & Stewart—Hawker 
Aircraft of Kingston and Black- 

and A. V. Roe of Man- 


The first D.D.WSS. campaign 
for Hawkers will feature the 
new R.A.F. supersonic jet fighter, 
the P.1067, which is classed as 

“the finest fighting aircraft in the 
world.” Campaigns will be run 
in the U.K. and overseas. 

The first campaign for A. V. 
Roe will be on the famous Avro 
Delta “Flying Triangle,” which 
has been hailed in aviation as the 
design of the future. 

P.D.A., public relations unit of 
D.D.W.S., recently climaxed a 
six months’ Delta P.R. campaign 
with special demonstrations of 
this new aircraft at Dunsfold. 

Both aircraft will be demon- 
strated at next month's S.B.A.C. 
Show at Farnborough. 


. - * 
‘Jenolite’ For 
The Housewife 


Used by industry during and 
since the war, sales of Jenolite, 
Trust and paint remover, to the 
domestic consumer are to be 
further “established” by a publi- 
city campaign which opened last 
week in Blackpool. 

A series of localised and highly 
concentrated campaigns will be 
run in various areas, Nottingham 
and Bournemouth are on the list 
following Blackpool. 

Agents are Downtons Ltd. 

* a * 
* 
Silkk Week 
. . 
Publicity 

Three thousand, seven hundred 
Cecil Beaton double crown 
posters have been printed for the 
International Silk Week which 
will coincide with the  Inter- 
national Silk Congress to be held 
in London from September 11-14. 

Of these posters 2,700 will be 
sent to retailers together with 
2,700 Cecil Beaton showcards. 
The poster campaign will cover 
the tubes and stations. 

Press advertising will be con- 
fined to gt trade Press. Colman, 
Prentis & Varley Ltd. are agents. 


are 


CURRENT ADVERTISING 


Higham’s To Handle Whole of D 


H.M.V. Advertising 


Charles F. Higham Ltd, have 
been appointed agents for all 
H.M.V. products and M.G.M. 
records as from October 1. 

Campaigns are being prepared 
for “His Master's Voice” radio 
and television, “His Master's 
Voice” records, H.M.V. house- 
hold appliances and M.G.M. 
records, 

In effect this move is a renewal 
of an old association. During the 
first world war the late Sir 
Charles Higham acted for 
H.M.V. and a later H.M.V.- 
Higham link in 1935 continued 
until the outbreak of war in 1939. 


~ * 7” 
Columbia Back In 
Radio And T.V. Field 

Columbia radios, radiograms, 
and televisions will shortly be on 
sale for the first time since the 
war. Agents will be Alfred 
Pemberton Ltd, 

Slogan will be “Hail Columbia 

-the greatest sets on record.” 
There will be an after-sales main- 
tenance plan. 

E.M.I. have taken over addi- 
tional manufacturing facilities in 
South Wales for production. 


” 7” * 

The Cat’s ‘Whiskas’ 

Another cat food—Whiskas— 
has been introduced by Kit-E- 
Kat Ltd. of Slough. 

Packed jn cartons— ‘Enough 
for 12 nourishing meals”’— 
Whiskas will retail at 1s. 6d. 

Advertising is to be handled by 
Masius & Fergusson Ltd. and a 
campaign starts on Monday in 
London evenings, and papers in 
the Bristol and leicester area. 


” * * 
ACCOUNTS MOVING 
Advertising of Chilton Electric 


Products Ltd., makers of the 
Buk and the new Kub electric 
shaver, is now being handled by 
Trowbridge, Pritchard & Co., 
Ltd. (Bath). 
* * - 
Pritchard, Wood & Partners 
Ltd. have been appointed to 
handle the advertising for Cad- 
bury’s Gam tan, 


NEW ACCOUNTS 


Advertising for Brummer Ltd., 
makers of the Brummer wood 
stopper, which begins in October 
in the nationals, will be handled 
by Gentes Advertising hee. 


Marston Caravans (nationals), 
Supreme Fashion Co. (nationals) 
and Key Engineering Co. (trade 
Press) are new clients for D. H. 
Brock Ltd. 

* * . 

Cavendish Publicity Service 
Ltd. have been appointed for 
L.P.S. Electrical Co., Ltd., instru- 
ment wires and cables (trade and 


technical Press) and Le Voi 
Productions Ltd. makers of 
Coronet tailored car seat covers. 
The latter will be covered by 
direct mail publicity but plans 
have been made for consumer 
advertising later A. the year. 


A. Anderson (Guildford) are 
taking over the advertising con- 
tracts with various trade journals 
for Drummond-Asquith (Sales) 
Ltd. (Birmingham), machine tool 
distributors. No new space con- 
tracts are envisaged for the 
immediate —y 


Advertising of the new 
Activette, the first dry-battery 
reactivator in the world, made by 
Amplion Ltd. is in the hands of 
Strand Publicity A cam- 
paign is being launched in 
national papers, backed by trade 
and technical Press advertise- 
ments. 

. 7. 
NEW CAMPAIGNS 

National dailies, weekly maga- 
zines and women’s journals will 
be used for an autumn and 
winter campaign for Dunlop 
Weatherbeaters. Double spread 
advertisements are now appearing 
in the trade Press. In addition 
there will be consumer literature, 
cinema slides and window dis- 
plays. Charles F. 
are the squats. 


* 

What is described in trade 
Press advertisements as the “big- 
gest advertising campaign for a 
home dry cleaner in ten years” 
will start shortly for Thawpit. It 
will run during the autumn, next 
spring and summer. Media to be 
used includes national dailies and 
Sundays, London evenings, Radio 
Times, provincials, and women’s 
weekly and monthly journals. 
Agents are the J. Walter 
son Co., Ltd. 


This is one of the new adver- 
tisements for Dunlop Weather- 
beaters. 


Large spaces were taken by 
W. S. Crawford Ltd. in national 
dailies, Sundays, London even- 
ings, last week to announce the 
latest Vauxhall cars—the new 
Velox and Wyvern models. Also 
being used are weekly, fortnightly 
and monthly general interest 
magazines, and the motoring 
Press. 

Crawfords are also running a 
campaign for draught Bass in Eire 
and the Manchester and Liver- 
pool areas. 

* * ~ 

Everett’s Ltd. are using national 
dailies, London evenings, provin- 
cials and half-pages in //lustrated, 
Picture Post, John Bull, Every- 
body's, for a new campaign for 
Ferranti radio. 

~ - ” 


Trade Press advertising for 
Harlequin Christmas puddings 
has begun. A double page spread 
appears in this week’s Grocers’ 
Gazette. Plans for consumer ad- 
vertising are not yet complete but 
they will probably be unchanged 
from last year—outdoor sites and 
bus sides. Agents are 

dv: 9 

- 

An autumn campaign for 
Emprex underwear and slumber- 
wear, made by Albert V. Martin 
(Nottingham), will appear in 
Sunday Express, Sunday Dispatch, 
Picture Post, Woman's Illustrated 
and other journals. Advertise- 
ments are now appearing in the 
trade Press, including Drapers’ 
Record. S. F. & Partners Ltd. are 
the agents. 


New Agents Will Handle Lloyd’s 
Adrenaline Cream on Luxembourg 


New agents—the J, Walter 
Thompson Co., Ltd.—have been 
appointed for Lloyd's Adrenaline 
Cream, made by Howard Lloyd 
& Co., Ltd., who have booked 
time on Radio Luxembourg for 
the first time. 

As from next week they will 
sponsor the Tuesday 9.45— 
10 p.m. spot with Felix King at 
the piano; and at the same time 
on Thursday they will be behind 
a new weekly programme 
“The Courts of London.” Howard 
Marion Crawford will be featured. 

Silvikrin are the sponsors of 
a new nightly show which starts 
on Radio Luxembourg next Mon- 
day. This is “Movie Magazine” 
with Wilfrid Thomas which will 
occupy the 9 p.m. to 9.15 p.m. 


spot every evening. Every Wed- 
nesday there will be a film quiz 
with £10 in cash prizes. 

Another nightly quarter-of-an- 
hour show made its debut on 
Monday. This was “A date with 
Dickie” (10.15 p.m.—10.30 p.m.) 
a “musical merry-go-round of 
sports, films and theatre” con- 
ducted by Richard Attenborough. 
Each evening there is a guest star. 
This is sponsored by Cadbury's. 

London Press Exchange Ltd. 
are the agents for both Silvikrin 
and Cadbury’s. 


In the Beney Lighter advertise- 
ment on page 370 the Satin 
Chrome model export price 
should read 10s. and not 18s. as 
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Auoust 30, 1951 


how 


N 
THE TIME 


To Place 


ADVERTISING 


for the winter 
range of 


SPORTS GOODS 


in 


HARPER’S 
SPORTS & GAMES 


The Weekly with the 
largest circulation in the 
Sports Trade 


* 


HARPER & CO. 


$ Lloyds Avenue, 
London, E.C.3 


Legal and 
Gazette 
VOLUNTARY LIQUIDATION 


At a meeting of ons , i the Buck- 
ingham Press Ltd., 113 Lane, 
London, E.C.4 ti 
of affairs w 


trade creditors ‘and 


estimated to pr 
claims, 
4 


J .. OF 
a deficiency subject to the costs of liqui- 
dation, of £10,462 
Loan creditors claims totalled £34,197 
less an amount of £25,700 contributed 
under a Joint Venture Agreement, leav- 
ing a balance of £8,497, but it was ex- 
plained am the claims would be cote. 
company was formed in 
1949, tn a nominal capital of "£3,000, 
all of ‘Which had be Dub- 

a magazine title 
Debutante. The chairman at the mecting 
said that the magazine had first appeared 
in digest form. ter it was decided to 
enlarge the magazine and t enter the 
mass market. Costs, however, were found 
to be high, and the magazine failed to 


win the support of advertisers. A gross 
loss had en incurred throughout the 
trading of the company 

Creditors present requested further 


information regarding the position of the 
loan creditors, and in reply it was stated 
that the loan creditors entered into an 
agreement to share the profits and losses 
incurred in the publishing = the maga- 
zine, and it now ge ler Section 
; of the Partnerships A: he debts would 
have to be deferred in fovour of the other 
creditors 
_ resolution was passed for the 
0 . 
of Goodman, Jones and Co. 3 Broad 
Street Buildings, keaton. E.C.2, as liqui- 
dator, together a committee of 
inspection. 


WILLS 
James JouNsTON SMITH, of Sherborne, 
Effingham Common, Effingham, Surrey, 
Director of Newsprint since 1943, 
£4,454 Os. 9d. gross, £3,138 ae . 
Russet. LEONARD PHILPO of 8 
, Teddingwon. Middle- 


left £3,723 
£3.676 10s. 7d. net. 

Freperick HENRY a, of 114 
a former 
‘branch of 


the Kent pe left £5,705 13s. 1d. 
617 


gross, £5 net 
Georce Lee De Fraine, of Elvaston, 
Wendover 


Road, Aylesbury, late joint 
managing director of G. T. de Fraine & 
Co, Ltd., printers, publishers ard adver- 
tising agents left £19,852 12s. 1d. gross, 
£18,068 18s. 


net. 
Holders 


Aarret Woop, of 1 
Road, N.W.4, formerly of Suriny 
5 lounder of 


he Lane, N.W.11, f 
Syd Wood Advertising, 
£2, xt Os. . gross, £1,313 i4s. 6d. 


NEW COMPANIES 
County Publicity wer Buxton House, 
i Gutter Lane, Chea: E.C.2. Adver- 


tising and publicity agents. Nomina! 
capital: £100. Directors: C. F, Doeg and 


Cassandra Harris. 
Ltéd., 83 Broadway, 
Bexleyheath, Kent. Printers, ae 
old 


SYDNEY 
Hill 
La 


net. 


journalists, electrotypers a 
blockers. Nominal capital: £500 Sob- 
scribers: L. E. ay = and P. A Phillips 


im BUSINESS OPPORTUNITIES 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 


Small CITY STUDIO for Sale 


A going concern, with well- 
equipped Photographic and Art 
Departments. Work is first-class 
and amounts to approximately 
£400 monthly; is capable of 
expansion. 

An excellent opportunity for 
Agency to obtain own studio, or 
enterprising man to start own 
business. £1,000 buys total 
shares, acquires plant, ail fittings 
and goodwill, etc. 


Box 588 
Advertiser's Weekly, 180 Fleet St., E.C4 


iy BUSINESS OPPORTUNITIES 


GLASS DISPLAY CASES 4 ft. x 4 ft. 
x 6 ft. 6 in. Y City 
minent, Nr. LM — suit mail order. 
or manu per week. 
L te Gardens, Eca 


CARILLON PRESS LTD. 
Colour Printers, 


—.- 
London * 98-100 Fics SB EB.CA. 
Phone CEN«al 1740 


ae for every purpose by ex- 


ci artists. 
Partridge. 23. Bloomsbury Square, 
W.C.1. MUS.: 7181. 
SCREEN PRINT SERVICE for Trade 
Work on all 7 Tyson Road, 
hill, London, S$.E.23. FOR 


available. 


JTO PROVINCIAL 
ADVERTISING AGENTS 


A successful and respected London Advertising 
Agency, medium-sized and fully recognised, with 
well-appointed offices and competent staff, in the 
Fleet Street area, would like to enter into negotia- 
tions with a reputable provincial agency who could 
profit by active and trustworthy London represen- 
tation (and not merely a London address). 


departments of a modern well-conducted agency are 


Principals please write Managing Director, 


Box 564 
Advertiser’s Weekly, 180 Fleet Street, E.C.4 


All the 


Stanford Avenue, Brighton 
Nominal capital: St.ee8. Directors: H. 
Leach and R. Leach 

The above 


TENDERS 


tvesy eescareren 
SUPPLY + ERECTION RENOVATION ; 
REGINA STUDIOS (SIGNS & DISPLAYS) LTD 


TON ROAD. HANWELL W? 
fal 9908 


ed 


Agency Enquirves Especial 
pons! Attention 


Prompt Per: 


1951-1952-1953. 


St. Marylebone, W.!, 


and late tenders will not be 


BOROUGH OF ST. MARYLEBONE 


DOCUMENTARY PRINTING 


The St. Marylebone Borough Council invite tenders for printing the 
Council's Abstract of Accounts for each of the three years ending 3!st March, 
Tenders must be made upon the 
together with further particulars, may be obtained on application to the 
Town Clerk (Room 2) where a pattern volume may be inspected. 

Tenders must be delivered to the Town Clerk (Room 33) Town Hall, 
in the special envelope supplied by the Council, 
properly sealed, by not later than 12 noon on Friday, 28th September, 1951. 

The Council does not bind itself to une the lowest or any tender; 


official form, which, 


S. J, RUTTY, 
Town Clerk. 
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ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 


DIXONS WEST END 
ADVERTISING AGENCY 


require full time service of 
areally good finished letter- 
ing and design artist. This 
is not a routine job—it 
offers real opportunity and 
scope for a young and 
versatile artist. 

Write giving full details to: 


1/9 Hills Place 
Oxford St., London, W.! 


ADVERTISEMENT MANAGER req 
to promote een of an 5 anab- 
lished farming journal. Excellent pros- 
s which should lead in the near 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT, 3s. 6d. per line, 35s. per 
Se eee ee be Eee, Se. pe Coke ome 


E.C.4. CHAncery 8844. 


Loadon, 
APPOINTMENTS VACANT 
Ww 


Auoust 30, 1951 


APPOINTMENTS VACANT 


ADVERTISEMENT REPRESENTA- 
TIVES required for industrial —- 


car owner. 
Box 566 Ad. Weekiy 180 Fleet St EC4 


a MAN 
London 


= salary desired to: AR 
Box S11 Ad. Weekly 180 Fleet St EC4 
SHORTHAND /TY! required by 
Leading Advertising 7 
experience in similar business an advan- 
_ 5-day week. Write stating agc, 


of retirement. 


interesting 
demanding 
Generous rr 


to develop the business. 
Such a man should be— 


= - 
initiative and personality 
to successful 


remuneration 
ee. 


experience, to 
Ad Weekly 180 Fleet St BCS 


Wanted by established Agency 
Free-lance artists for good 
quality realistic illustration. 
Write 


Box 606 
Advertiser's Weekly, 180 Fleet St., E.C.4 


eer AL £5 10s. plus luncheon vouchers. 
Box 568 Ad. Weekly 180 Fleet St BC4 


Tel: 1157 for 
appointment. | 
WE ARE SEEKING a sound. creative — 
advertising man of all-round y ex- 
perience who has (a) the ability to write 
g00d advertising and editorial copy of 
a varied but largely technical character; 
ro) a flair for visual presentation which 
he can os in form of clean 
: least This permanent 
position o} offers much for advance- 
ment with a medium-sized and steadily 
growing West End Advertising Agency. 
Working conditions are pleasant. re- 
muneration ~ @® a ant ey o awe 
experience and 
Box 575 Ad. Weekly 180. in st “pcs 
NTED oe large Steel and Enginecring 
Sheffield, Assistant. 


jewspaper Write-ups. Full 
details of past experience 
Box 574 Ad. Weekly 180 Fleet St EC4 


Mather 


preparing reports. 


| 
MARKET 
RESEARCH 


& Crowther 


additional research worker (female). Must 
have practical experience of all stages of 
market research, of contact with clients, 
of drafting original questionnaires and of 
Please send full details 
of career, and photograph if available, to 


THE DIRECTOR OF RESEARCH 
MATHER & CROWTHER LTD., LP.A. 
BRETTENHAM HOUSE 
LONDON, W.C.2 


AGENCY MANAGER 
WANTED 


The advertisers are the proprietors of a small, recognised 
advertising agency in a busy provincial centre in the South 
Midlands. The working Director-Manager is on the point 
Thus, there is an excellent opportunity for 
a man prepared to take up the post becoming vacant, and 


35-40 years of age 
Fully experienced in agency management 
A definitely proven business getter 
Hard working, keen and a good mixer 


Ample backing and facilities for new business are available 
and will be givea without stint to a man who proves his 
worth. His entire future would be of his own making. 
would be no frustration of enterprise; generous salary and 
commission terms are available. 


Please write giving fullest details of past and present 
employment, in the first place to— 
Mr. David Morgan, F.S.A.A. 


Incorporated Accountant 
100 Park Street, W.! 


There 


ALU-ROUND ARTIST ee Ca ~ 
f ucing slick lay 
details = age, vaperionce and 
Salary required t 
Box 648 Ad. Weekly 1 180 Fleet St BC4 


= MAN required to sell space in 
of England for well-known 


Furnishing journal. Previous 
selling experience essential 

some knowledge of Furniture 
Furnishin: ae. Full particulars, in 
strict confidence, to 

__ Box 554 Ad Weekly 180 Fleet St BC4 
ARTIST required for well-known Agency 
in Midlands. 

all-round man. 

salary etc., in 

Box 589 Ad. d. Weekly 180° Fleet St_ BC4 BC4 
SPACE SALESMEN wanted all areas. 

cw medium strongly su _ by 

licensed trade. Solid paid circulation. 
Opportunity for big carners. Write 
full details. 
Box 573 Ad. Weekly 180 Fleet St EC4 


Ltd. need an 


PRODUCTION: Experienced 1 man required 
by Agency specialising in technical and 
industrial advertising. Applicants 
should have a thorough knowledge of 
type, print, block-making, actwork and 
casting type, also preparation of 
printer’s layout. The position carries 
top salary and is a five-day week with 
good working conditions. Write stat- 
ing age, experience and salary required 
to 


Box 551 Ad. Weekly 180 Fleet St EBC4 

LADY BOOK-KEEPER required by lead- 
ing Advertising Agency. Knowledge of 
Advertising Accounts desirable. Able 
to type. 5-day week. Write, stating 
age, experience and salary required to 
Secretary, Greenly's Lid., 5 Chancery 
Lane. W.C.2 

ORDER CLERK for manu 
Stationer in the City. Suit young man 
recently demobbed. Full training given. 
a, a week. Apply in own 


Bor $32 "Ad. Weekly 180 Fleet St BC4 


*Phone your Classifieds 


LAYOUT. First class layout artist 
required with experi- 
ust be capable of producing 
Re Five-day 


EVERETTS want a layout 
artist with at least 3 years’ 
agency experience, 

able to produce good 
pencil layouts and more 
finished work when required. 
A sound typographical 
knowledge is essential. 
Write or phone the 

Studio Secretary, 


EVERETTS ADVERTISING LTD. 
10 Hertford Street, W.1, 
GRO. 3477 


FIRST CLASS LETTERING ARTIST 
(Must be fully experienced) for lead- 
ing L Agency. Writ full 
and salary 
571 Ad. Weekly 180 
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AuGust 30, 1951 


APPOINTMENTS VACANT 


LETTERING ARTIST required imme- 
diately by Commercial Studio. Ideal 


and previous experience, 

Box 618 Ad. Weekly 180 Fiect St BC4 

AN INIERESTING, progressive job in 
Adverusing awaits SHORTHAND/ 
TYPIS! for secretarial duties with 
Piccadilly Advertising Agency. Five-day 
w . good salary, friendiy working 
conditions. Write, stating age, past 
experience and saiary cxpecied to 
Box 567 Ad. Weekly 180 Flect St EC4 

BRIGHT GIRL (16-18), wanted by Ad- 
vertising Agency in West End for cleri- 
cal work in Space and Voucher De- 
partment. No experience nec 


little typing advantageous. Good pros- 
ects. S-day weck. 
_ Box 569 Ad. Weekly 180 Fleet St EC4 
COMMERCIAL ARTIST. young, with 
Previous experience agency work, re- 
quired immediately for Advertising 
Agency in Glasgow, good opportunity 
for young man with ideas in copy writ- 
ing and layout. Full particulars with 
view to interview to 
Box 570 Ad. Weckly 180 Fleet St EC4 
MEDIUM SIZED, oid ecstabiished Lon- 
don Agency (R.P.A.) would be in- 
terested in acquiring the co-operation 
of am accounts executive with sound 
business contacts. Write in confidence 
to Manager Director, 
_ Box 572 Ad. Weekly 180 Fleet St EC4 
CHECKING CLERK required in voucher 
department of London Advertising 
Agency (AIPA). Must have had previous 
experience of agency work. Permanent 
position, Write giving details to 
Box 576 Ad. Weekly 180 Fieet St BC4 


PRESSED STEEL CO. LTD. 


has a vacancy in their refrigeration 
Publicity Department at Oxford for 
an assistant with a knowledge of 
layout and production, to handle 
technical and sales publications. 
Apply in writing in the first instance 
to: 


PUBLICITY MANAGER 
REFRIGERATION DIVISION 
PRESSED STEEL CO., LTD. 

COWLEY, OXFORD. 


SSIFIED ADVERTISEMENTS 


FCB WANTS 


SEN 


senior 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


ACCOUNTANT / SECRETARY. Four 


years’ experience with fully recognised 
agency, secks change to situation 
ospects. Age 42 : 
ox 577 Ad. Weekly 180 Fleet St BC4 


COPYWRITER and idcas man, with wide 


range of writing experience, secks open- 
ing in ‘Ogressive agency 
Box 579 Ad. Weekly 180 Fleet St BC4 


SECRETARY (young), secks Part/Full 


time absorbing work. Integrity. 
imaginative, loyal 

Box 580 Ad. Weekly 180 Fleet St BC4 
JOR PRESS ( ) REPRESENTA- 
TIVE. Aged 3 Requires change. 
offering scope and advancement. Com- 
mands exceptional! clientele in London 
and Provinces. Ready to tackle tough 
proposition, if future prospects war- 
rant Experience covers Agency, 
Technical and Periodical Press. 

Box 581 Ad. Weekly 180 Fleet St BC4 


YOUNG CREATIVE ARTIST has two 


days available per week when she is 
able to undertake fashion and still life 
work at her own or employer's studio. 
London area. 

Box 582 Ad. Weekly 180 Fleet St BC4 


visualiser and 


ADVERTISEMENT MANAGER 
of monthly trade journal, with all-round 
business promotion and magazine 
production experience, seeks change. 
Present earnings approximately £850. 
Enquiries please to: 


Box 587 
Advertiser's Weekly, 180 Fleet St., E.C.4 


layout man 


Not many men have the experience and 
qualifications this job demands, but the 
one who does will have design control of 


a group of interesting national accounts. 


LEADING COMPANY of hosicry manu- 
facturers has vacancy for trainee for 
the position of Assistant Advertising 

anager. Candidates must have com- 
pleted their military service, be under 
the age of 25, and willing to work 


fashion are essential Salary at the 
rate of £250 p.a., plus board allow- 
ance where justified, during training 
period of 12 months. Immediate ad- 
vance and good prospects will be given 
to man of ability on completion o} 
training. Write Box AW 204, L.P.E., 
_110 St. Martin’s Lane, W.C.2. 
JUNIOR LAYOUT-OOPY-IDEAS man 
with agency experience; able to pre- 
pare clients’ roughs, and with a 
sound knowledge of typography. Parti- 
culars of age, experience and salary 
required to 
__ Box 600 Ad. Weekly 180 Fleet St EC4 
ACCOUNTS EXECUTIVE required by 
well-established progressive London 
Agency. To a person capable of in- 
troducing business, generous terms and 
energetic backing are available. with 
excellent future prospects. Apply to 
Managing Director, c/o 
Box 565 Ad. Weekly 180 Ficet St EC4 
RETOUCHING ARTIST: Vacancy exists 
in a commercial studio for a good class 
cetoucher specialising in technical sub- 
jects. Ideal conditions and salary to 
first class man. Write in confidence 
Stating age, experience, salary required. 
Box 552 Ad. Weckly 180 Fieet St EC4 


MISCELLANEOUS 


AMATEUR DRAMATICS. Hampstead 
Group invite acting members for com- 
nm. Mrs. Reynolds, 24 Belsize 
Crescent, N.W.3 HAM 6527 (after 


PRINTERS 


LONDON LETTERPRESS PRINTERS 
invite inquiries for printing for high 
class colour, one and 
Paper available 
Box 381 Ad. Weekly 180 Fleet St BC4 


QUALIFICATIONS 


@ Agency experience on large 
national accounts 


SALES AND WANTS 


“MASSEELEY” No. 9 Showcard Out 


@ Imagination 

@ Outstanding design ability 

@ Appreciation of all aspects of 
advertising 


Apply today by letter to the Art Director stating 
background, experience and special qualifications 


FOOTE, CONE 
& BELDING LTD. 
27, HILL STREET, W.| 


’Phone your Classifieds to CHA 8844 (Ex 23) 


jurcau, ce suse, Whitcombe 
Street, W.C.2 (WHitehall 5924). We 
specialise in efficient personnel. 
ADVERTISING MANAGER and repre- 
semiative secks change. would act in 
either capacity, several sales records on 
technical journals, proofs given. 
Box 585 Ad. Weekly 180 Fiecet St EC4 


TRADE ANNOUNCEMENTS 


TYPING: Swictest confidence maintained. 
References. Rates from 2s. per 1,000 
words, 24 hour working satisfies client's 
desire for speed. Send explicit instruc- 
tions and 100 per cent satisfaction pro- 
vided. Acton, 46 Grove Road, 
Hastings, Sussex. PENIS 

DUPLICATING:  Strictest confidence. J 
100 10 in. x 8 in, 7s. 9d 
larger quantities. Coloured papers and 
inks. Designed headings. ork com- 

leted day received. Acton, 46 Grov 
oad, Hastings, Sussex 

: 


with 10 in. x 54 in, Platen 
sliding table and side work table wi 
drawer. Finishing press, clectrical 
heated top platen 124 in. x 104 in. for 
200/220V. with thermometer. Cabinet 
13 in, x 18) in. with 6 drawers and 
quantity of type. F. J. Edwards Lid, 
359 Euston Road, London, N.W.1, 
Euston 4681. 


ACCOMMODATION 


WAREHOUSE AND OFFICE SPA‘ 
total 2,000 square feet urgently requi 
by Display Contractors (no machinery). 
All. districts considered (within 20 
radius of London). Write giving 
details to 
Box 562 Ad, Weckly 180 Fleet St BC4 


SPECIAL ANNOUNCEMENTS 


See August 9 issue of Advertiser's 
Weekly, pages 278 and 279 for 
the Advertising Services 
& Supplies Section. September 
6 will be the next issue con- 
taining these services. 


(Continued on page 385) 


a Peet ages oh le 7 ae ‘ oe a 
=) ioe ememmnNEE cena Pee —o ‘ 4h 
. Fe, ra 
sae ee it eS 2 
hd hay 
(| 
sae) ty = 4 ne r 
a es | 
ears. working conditions and good salary APPOINTMENTS VACANT : 
bho offered to p class man Write io eal 
oe first instance giving age, salary required a 
a py 
* eT ae 
"i rT = 
- ¢ 
ca ia 
er A r. 
4 oe 
ua 
ae a 
ie “he 
e a 
ay A 
4. ae VERSATILE VISUALISER, 20 yeare ‘ 
see et: varied experience requires steady tae q 
pre tion with agency or printer. Londo ES 
atl — —_—_ area only, £750 p.a. ; 
Box _584 Ad. Weekly 180 Fleet St EC@ q 
sa eS SHORTHANDIYPISTS, "Pivwe Sere) 
=u) a tarices, Clerks, etc. If you are ing I 
an urgent need of staff nta Embassy, i 1 
fs, 4 
oa _" 
Gaye ' \ 
a 
= 2 aft 
| _ 
a ee _ 
Bae n ne write 
ees 8 i and i 
ae. * t 
ae : \ 
2 ae ed . 
peta 4 
Vira - f 7 
mi | 
i: ee 4g 
‘ _ 
| 
a i 
eee —< 
a : i 
ie . 
sca. 
“ : 
a z sh, 
_ os a : 
. : 2 = 
a y 
an gf 
Sie... ; 
sch. Brey A 
Pad i ee : 
2a: * a “a 
e. ee : 
OME 20 . aaa M " e Ss 


ADVERTISER'S WEEKLY 
The Preliminary Census Report 
makes this Sales Manager’s Guide 
MORE VALUABLE THAN EVER 


Secure It for Your Own Use and Profit 


@NEW MARKETS ARE GROWING BEFORE OUR EYES HERE AT HOME. 
Development areas are reviving; new satellite towns are taking shape; 
some markets are expanding while others are contracting. The pre- 
liminary Census give the general picture, but the fascinating, detailed 
facts and figures which sales, advertising and marketing executives 
need for constant reference and use can be found only in the 


Marketing Survey of the United Kingdom 
Each clarifies the other. 


These changes in the Home Market are not all 
minor ones, some of them are radical. How radical 
you can only see from the specific, detailed informa- 
tion in the MARKETING SURVEY OF THE U.K. That is 
why you will find this famous work an unfailing 
help and guide in all of your sales promotion 
activities. If you want to know, for example, 
what your potential sales are in Liverpool or 
Norwich, in Lincolnshire or Greater London, a 
few minutes’ reading of the MARKETING sURVEY will 
enable you to make your estimates. If you are 
planning a National Campaign or a_ regional 
campaign to blanket Glasgow or Manchester or 
any other specified area, the MARKETING SURVEY 
will give you all the marketing facts and figures, 
facilities and services you need in order to ensure 
complete coverage and maximum sales at the lowest 
selling costs. 

This entirely new, authoritative and all-embracing 
MARKETING SURVEY, while intensely practical and 
brimful of usable facts and data, makes fascinating 
reading—and casy reading, too. You don't have 
to study it—the essential information in it Icaps to 
the eye. Indeed, it is a remarkable inspirer of 
ideas for promoting sales and developing new 
markets, as well as a means of cutting selling and 
distribution costs. 

As you browse through the neatly laid-out pages 
of the MARKETING SURVEY you get clear-cu! pictures 
of the various marketing arcas in which you are 
imterested or are about to explore; of the people 
who live and work in them: the kinds of houses they 
occupy. You learn how and in what industries they 
earn their livelihood; their spending capacitics and 
buying habits; how many own motor cars. wircless 
sets, television sets, etc You are told the number 
of retail outlets in cach defined marketing area. and 
all of the facilities and services for exploiting each 
market. 


EXCLUSIVE 
to this Edition 


i a] FECe 
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Here, ready for your instant use. are 
comprehensive details about: the National 
Market as a whole; Greater Londo1’s 46 marketing areas; 145 provincial 
towns over 45,000; 1,200 smaller markets, down to 5,000; advertising 
media, services and supplies— -all the factors you must have for a 
regional selling campaign, or to blanket the country. 


Stocks are Low—Send Your Order NOW 


Heavy orders have absorbed all but a few copies of the MARKETING 
SURVEY, and these wil soon be snapped up. © yy Py 
please post the coupon at once, 


—FILL IN AND POST TO-DAY 
Business Publications Lid., 180 Fleet St., London, E.C.4 
Please send me by return one copy of the MARKETING SURVEY 
OF THE UNITED KINGDOM. Invoice me after despatch at the post- 
free price of £5 5s, 
Name ... 


Address 


: AW/MSs2 | 
t you ‘cate to pay cash in advance. deduct 10 iscou 

per cent cash di mand | 
remit only 94s. 6d. in full payment (Overseas: £5 10s, cash with order) 1 


‘é« MEDICAL PUBLICITY 


ee ce LTD. — 


We have over 48,000 accurate names 


and addresses of medical men on our 


mechanical lists, which by means of our 


exclusive daily correction service is 
kept absolutely up-to-date—We have 
also complete lists of CHEMISTS and 
DENTISTS at your disposal... We 
allow full postage money on any returns. 


IT WILL PAY YOU TO CONSULT US ON 
ANY DIRECT MAIL PROPOSITION 


Write for Booklet 


9 Red ‘Lion Court Fleet Street; London ECA 


— STOP PRESS— 


NEW AGENTS FOR 
CONDE NAST 


In accordance with their 
policy, Condé Nast publications 
are transferring their account 
from Colman, Prentis & Varley 
to Legget Nicholson & Partners 
as from January 1 next. Account 
has been with C.P.V. for three 
years, one year longer than 
usual, owing to circulation pro- 
motion campaign for “House & 
Garden,” which it was con- 
sidered undesirable to interrupt 
by change of agency. Space 
bookings for 1952 will be trans- 
ferred to new agency. 


CAMPAIGN NEWS 


Alfred Pemberton Lid. have 
linked Radiation Large Cooking 
Equipment advertising cam- 
paign with subject of school 
meals, Queen’s University, 
Belfast, which has this equip- 
ment, is featured as having sim- 
plified task of “Balancing 
calories and digestion against 
rugger after lunch.” Other full 
page ads. show Cheltenham 
Ladies College. 

Campaign for Columbia radio 
and television starts end of 
October in national dailies, Sun- 
days, London evenings, and 
periodicals including “Radio 


| Times,” “Reveille,” “ ‘John Bull,” 


ang “Woman.” Spaces include 
nall-page. quarier-page and d.c 
Agents—Alfred Pemberton ia: 


Cavendish Publicity Service 

have prepared campaign for 
“Four ns” fur coats for 
Sheepskin Shop. 

Experimental consumer cam- 
paign for “Everglaze” fabrics 
this winter by Glovers Advertis- 
ing (Bristol). 


NEW ACCOUNT 


Court, Froud and Mastin Ltd. 
appointed agents for Atlas 
Equipment (London) Lid., 
manufacturers of machinery and 
installations for baking, confec- 
tionery, etc., industries. 


PRICE OF BEAUTY 


Report prepared by Govern- 
ment’s Social Survey organisa- 
tion calculates that Britons 
spend £120 millions annually on 
cosmetics and airdressing. 
Girls of 16-19 spend 8s. a month 
each on cosmetics; women in 
their twenties 7s. 9d.; in thirties 
= as forties 6s.; fifties 3s.; six- 
ties 1s. 9d. 


Thomas Huntley 
bearded sailor whose 
has been used over 50 
oe 


Wood 

rtrait 
ears for 
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JOHN BULL is out- 
standing among Britain's 
publications for “reader 
response.” 

Keyed advertisements 
bear out this claim and 
advertisers bear testimony 
to the pulling power of 
JOHN BULL with such em- 
phatic phrases as “ replies 
almost overwhelming.” 

The conclusion is obvious. 
If you want your message 
to reach the mass market 
of British families place it 
in JOHN BULL—and it will 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AND A SQUARE 
. - abe 
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ADVERTISER'S WEEKLY 


Paragon Works, Enfield, Middx 
Tel ; Howard 165/ ACME 


TO THE 


LETTERS 


EDITOR 


Modesty Takes 
A Back Seat 


Sin,—In my two and a half 
years in London, | felt 1 was gain- 
ing some knowledge of the 
English—and their advertising. | 
worked on campaigns and wrote 
copy, firm in the belief that 
Engush advertising was conserva- 
tive and honest, as befitting a 
traditionally conservative and 
honest people. 

The truth, | supposed, must be 
told forcefully—but modestly. 
Never must British advertising 
sink to the depths of the scream- 
ing, bragging, “bigger and better” 
attitude of the Americans. 

Now my beliefs are shattered! 
1 don’t know what to believe! 

Into my office here in Canada, 
stalked my new employer. 
“Thought the British were con- 
servative,” he sneered gleefully, 
as he threw the July 2 copy of 
Punch on my desk. There, neatly 
underlined with red ball-point ink 
(written with the Best Ball-point 
in the World) were the following 
captions, slogans and copy 
extracts: 

The finest car of its class in 
the World; The most heavenly 
drink on Earth; The World's 
smoothest shave; Greatest car 
tyre value ever offered to the 
motoring world; The world’s 
most popular food beverage; 
The greatest name in cotton; 
Deeply appreciated by cul- 
tured men the world over; The 
perfection of Confection; The 
best outboard motor in the 
World; The best cigarette in the 
World; The best insurance 
policy you can give your child; 
Makers of finest quality bis- 
cuits; The most treasured name 
in perfume; The best at lowest 
cost; Have no equal; Quality 
unsurpassed; The world’s most 
honoured watch; Perfection in 
protection; The razor for the 
perfect shave; Foremost in the 


application of compressed air. 

That this should happen to 
Punch! That this should happen 
to England! Shades of Copy- 
taster, what next? 

Some of these slogans are old, 
I know, but is that any excuse for 
using them? Is it that the adver- 
tisers (or are the agents to 
blame?) have an affection for 
them, and hate to lose their 
“brain-children”? 

Maybe I’m an idealist, but 
somewhere along the line | got 
the notion that the purpose of 
advertising was to help sell things. 
Empty, abstract phrases like the 
above won't help very much! 

D. A. RYAN. 
1442 Valignette Avenue, 
Verdun, Quebec. 


Biting The Helping 
Hand 


Sir,—Of the reviews of Richard 
Williams-Thompson’s Was / 
Really Necessary? which | have 
so far read only one mentions the 
following passage: 

“The Beaverbrook Press as 
part of its policy decry P.R. all 
the time, but, strangely enough, 
it Was my experience that the 
reporters and specialist journal- 
ists of the Beaverbrook Press 
used-’my department more than 
any pther paper.” 

This experience of Mr. 
Williams-Thompson is the experi- 
ence of a good many P.R.O’s and 
yet this particular section of the 
Press continually attacks P.R. 
whenever possible. If, as it ap- 
pears to be, this is the policy, 
regardless, then I imagine nothing 
can be done about it. It is pos- 
sible, however, that the editorial 
staff are unaware of the mutually 
happy co-operation which exists 
between many of their reporters 
and P.R.O’s. Certain it is that these 
constant attacks are a definite 
source of embarrassment to these 
reporters when next they ap- 
proach a P.R.O. for help in 
tackling a story. 

The book was recently reviewed 
by Gerald Scheff in the Sunday 
Express and the nature of the re- 
view was clearly indicated before 


one read it, by the titlk—The 
Ballyhoo Boys.” This whole effort 
was in marked contrast to the un- 
biassed reviews given by the trade 


Press. 
A. A. McLOUGHLIN, 
Member of the Institute of 
Public Relations. 


‘National’ Press 


In Australia 

Sir,—lIn your article “How the 
Australians Run Retail Store Ad- 
vertising (June 7), it is stated 
“There is no national Press in 
Australia.” 

The several State editions of 
Truth published by this company 
each week aggregate a circulation 
of more than 800,000 weekly, pro- 
viding a coverage of every section 
of Australian life—and if a 
national circulation of 800,000 by 
one mewspaper, covering six 
States, is not a national coverage, 
I would like to know what is. 

N. K. JOHNSON, 
Manager, Truth and 
Sportsman Ltd. 
Sydney, Australia. 


‘I.S.B.A. Supplied 


The Ammunition’ 

Sin,—Replying to Alan Whit- 
worth (August 23), | am only con- 
cerned with the fact that the 
1.S.B.A, supplied some of the 
most potent and valuable am- 
munition possible for Gordon 
Walker to fire in his attack on 
sponsored radio in this country. 

I quote from Hansard of July 
19: “The LS.B.A. also gave a 
fairly good indication of the sort 
of firms that would be likely to 
advertise if we had sponsored 
radio programmes .. . medical . . . 
food and drink trades . . . so if we 
were to make this radical change, 
we should know the sort of ‘com- 
mercial’ to which we would have 
to listen.” I repeat that I con- 
sider the LS.B.A. has not been 
very helpful. 

May I say that during a private 
talk with Lord Beveridge, to 
which I was invited, I was struck 


with his earnest, indeed his 
anxious desire to find a just solu- 
tion to radio problems in this 
country, and particularly his 
question as to whether | con- 
sidered sponsored radio would 
help. 1 am sorry space will not 
allow a more lengthy reply, and 
enable me to touch on many 
aspects of this very specialised 
medium, which so many national 
advertisers are keen to use to pro- 
mote their sales. 


B. CHARLES-DEAN, 


3 Albemarle Street, 
Piccadilly, W.1. 


Much To Learn 
About Colour 


Sirn,—I was extremely interested 
in Copytaster’s observations 
(August 23) on colour. I have over 
many years found few buyers of 
print and fewer printers who have 
a really sound sense of colour 
values. 

All colours are harmonious 
and pleasing provided that they 
are applied to the right subject 
and in a balanced .combination 
and proportion. 

I believe that we have no better 
guide to these elusive values than 
is to be found in nature (botani- 
cal growth). All colours are there 
and each blends or contrasts in 
such manner as harmony is 
achieved. 

Colour, in order to. give plea- 
sure—to enhance or command a 
reader's continued attention — 
must be something which is felt by 
the creative artist as being right. 

I do not think that we have, 
despite our increasing knowledge, 
fully acquired the attribute of 
colour application and yet some 
of our finest examples of colour 
composition were produced about 
5000 B.c.—in that relatively en- 
lightened age. 

A. W. COOMBS. 
66 Harold Road, S.E.19. 
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A. W. BURNETT, ADVERTISEMENT DIRECTOR, WELDONS 


LIMITED, 30-32, 


Among the better-class media Weldons 
Ladies’ Journal holds a favoured place. 
Favoured by the woman who is fashion 
and beauty conscious . . . who is house- 
proud and alert for new ideas. Favoured 
for its magnificent floral covers and 
colour pages... Yes, and for its adver- 
tising too! It is a fact that advertisers 
obtain a first-class response from 
Weldons Ladies’ Journal . . . the 
magazine in which women have more- 
than-average confidence. 


PHOTOGRAVURE 
PAGE RATE £160 
1/3 MONTHLY 


SOUTHAMPTON STREET, LONDON, W.C.2 
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HOME NOTES 


PULP PRICES MAINTAINED: LITTLE 
PROSPECT OF CHEAPER PAPER 


Sulphur Shortage Contributes To 
Firmness Of The Market 


By our Paper Trade Correspondent 


Oa EADING Swedish producers of wood pulp announced this 
eek that their prices for fourth quarter deliveries to British 
paper mills will show no change from third quarter quotations. 
This means that there can be no reduction in paper prices for 
periodical, magazine and other users in the near future. 


British paper mills cannot re- 
duce their prices to any extent 
while the cost of their principal 
raw material—wood pulp—re- 
mains at its present high level. 
The third quarter prices, which 
will also operate on the fourth 
quarter, for the principal grades 
of wood pulp are: 

Bleached Sulphite—£110-£112 
per ton. 

Unbleached 
£102 per ton. 

Mechanical pulp—£46 per ton. 

No Downward Plunge 

It is clear that wood pulp is 
not going to take a downward 
plunge, as has occurred in wool 
and cotton prices. The North 
European producers are  but- 
tressed by a strong statistical 
position as stocks are low and 
world demand continues strong. 
Although the United States has 
imposed price ceilings which have 
rendered that market less attrac- 
tive, the Scandinavian and Fin- 
nish pulp producers can still sell 
to continental European and 
other markets at prices in excess 
of what they ask their traditional 
British customers to pay. 

Another factor which contri- 
butes to the firmness of the pulp 
market is the sulphur shortage. 
This may well affect production 
of sulphite pulp in the Scandi- 
navian countries in the coming 
months and offset the larger sup- 
plies which might have been 
diverted to British paper mills. 

As long as the present world 
demand for paper continues there 
is little prospect of significant 
price reductions. Coal, chemicals, 


Sulphite—£ 100- 


felts, loadings and other 
materials essential to paper 
making have all contributed to 
the existing high prices and only 
in the case of felts, where the 
fall in wool and cotton may 
reduce prices, is there any real 
prospect of lower costs to the 
paper maker. 

On the supply aspect there are 
few signs of a fall in demand on 
such a scale as might force price 
reductions. In spite of a few 
casualties among ee and 
magazines, as a result of mount- 
ing costs, demand remains at a 
high level and some periodical 
sources report a recovery from 
the slight recession which fol- 
lowed advances in the prices of 
publications. 

It is expected that British news- 
print production will be main- 
tained at its existing level, 
although this may be at the 
expense of other grades. 


Latest display unit of the 
Crusader Insurance Co., to be 
shown next week at the Sidcup 
Exhibition and Trades Fair, con- 
sists of a reproduction (scale 
4 mm. to the foot) of a section 
of an imaginary country town 
called “Crusaderville.” The 
model is 18 ft. long by 3 ft. wide 
and is complete with houses, 
shops, factories, hotel, recreation 
ground, playing fields, farm land, 
and a branch line of British Rail- 
ways which includes a station 
and busy goods yard. The railway 
isa aia etn model Amma with 


automatic signalling and points 
system. 

Fifteen ‘incidents” are shown 
taking place in the town and these 
are linked by coloured plastic 
cords to display panels drawing 
attention to the appropriate 
Crusader insurance protection. 

They include a house damaged 
by storm, another gutted by fire 
and a road accident (inset, top 
left, on picture of the station). 

The display was designed and 
all scenic model work constructed 
by members of the publicity 
department of the company. 
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ADVERTISER'S WEEKLY 


Slogan Research Before 
New Sales Drive Opens 


After devising a new slogan for a campaign for Hammerton’s 
Oatmeal Stout, which starts in October, Foote, Cone & Belding 


have carried out “slogan research” to test 


the wording. 
Oatmeal Stout “Brings> Out 
the Zest in You.” 

Research was carried out by 
F.C.B. to find whether the word 
“Zest” was understandable by ap- 
propriate groups of the public. 
Of the first sample shown just the 
slogan over 80 per cent got the 
right impression, while “the 
remainder fastened on to the play 
on words (“zest” and “best”). As 
the sample was composed of pre- 
dominantly working-class people, 
F.C.B. were confirmed in their 
opinion that the slogan was in- 
telligible to the general public. 

F.C.B. used the “easel-tech- 
nique” on a large scale on 
Wednesday to demonstrate and 
explain the background of the 
new Press, outdoor advertising 
and special promotion campaign 
to some 50 Watney, Combe, Reid 
& Co., Ltd., travellers, collectors 
and managers at a special briefing 
conference called and attended by 
the directors at the Windsor 
Castle Hotel, Victoria, S.W.1. 

A new development for 
Hammerton—introduced by 
F.C.B.—the objects of the con- 
ference were to: 

Explain the reasons for large- 
scale market research and how 
this helped in the planning of 
the new campaign; 

Run through the advertising 
and special promotion material; 

Demonstrate the proper use 
of the special promotion 
material; 

Secure the understanding and 
support of the publicans con- 
cerned. 

The “easel-technique” allowed 
for easy-to-use, easy-to-grasp 
illustration of the facts, figures 
and pictures involved. At ques- 
tion time it was simple to turn 
up visually any particular point 
under review. 

The new campaign starts in 
October, in the South of England 
and the Midlands. 

Its theme is that Hammerton 
Oatmeal Stout “Brings Out The 
Zest In You.” It features cartoons 


P.R. Meetings In 
The North 


Provincial meetings of the 
Institute of Public Relations are 
to be held in Manchester and 
Leeds this autumn for the benefit 
of provincial members unable to 
attend the London meetings. 

Provincial “groups,” particu- 
larly in the north-west and York- 
shire areas, are also to be formed. 
Meetings in Manchester and 
Leeds are being arranged by 
Stephen Duncan, publicity officer, 
Lancashire County Council, and 

% an, senior information 
officer, Central Office of Informa- 
tion, Leeds. 


public reaction to 


Theme of the campaign is that Hammerton’s 


by Gilbert Wilkinson. 

The campaign is a result of a 
survey of the stout market—car- 
ried out by F.C.B. in April and 
May of this year—to discover 
exactly what people like and dis- 
like about stout. 

The special promotion material 
for publicans consists of: Large 
window-display piece (featuring 
Gilbert Wilkinson cartoons); win- 
dow bills; counter cards; shelf 
strips; and bottle neck cards. 

Regional conferences for publi- 
cans will also be held before 
the campaign opens. They will 


be small, informal gatherings with 
plenty of opportunity for publi- 
cans to ask questions. 

Special promotion material will 
then be sent to publicans direct, 
together with an explanatory leaf- 
let on methods of use. 


Advertising 
‘Campaign 


Cover of the special “easel pre- 

sentation” by Foote, Cone. & 

Belding, to a_ conference of 

Watney, Combe, Reid represen- 
tatives. 


This display of miniature racing cars, built by Henri Baigent Ltd., of 


Christchurch, Hants, attracted considerable attention at the Model 


Engineers’ Exhibition, 


“Autocar” magazine getting some useful 


publicity from it. 


Pilot Campaign Boosted 
Sale Of Herring 


A pilot campaign that resulted in trebling the local retailing 
of herring in six months is described in the report of the 


Herring Industry Board. 
“a surprisingly 
effect on demand.” 

The campaign was planned as 
soon as the Board learned of the 
Government's intention to aban- 
don the control of fish prices in 
April 1950. As there was not 
time to prepare a satisfactory 
campaign on a national scale 
before the 1950 fishings began, it 
was decided to run a pilot cam- 
paign in a “difficult” area to gain 
experience for future use else- 
where. The area selected was 
south-west England. 

Service representatives were 
employed to call on every retailer 
in the area at least once a fort- 
night. Their principal duties were 
to distribute display material and 
recipe leaflets, to make sure that 
herring and kippers were on offer, 
and generally to keep the retail 
trade in touch with the various 
features of the campaign, as well 
as to assist in smoothing out diffi- 
culties of supply. 

The campaign opened early in 
July and continued until Janu- 
ary. To provide against any 


long-term 


Full Colour Ads. In ‘Everybody’s’ 


Everybody's will provide full- 
colour facilities for advertisers in 
certain issues from the end of this 
year. 

First issue to carry full-colour 
will be December 15 and the rate 
will be £1,100 per page and £550 
per half-page. Cancellation, ex- 
cept in the event of a rate in- 
crease, will require six months’ 
notice in writing from the date 
on cover. 

G. Lindley Sparkes, advertise- 
ment director, has told agents: 

“As part of this development 
we shall also be trimming the 
edges, which will necessitate a 
slight adjustment in the type area 
for all advertisements. 

“Since we print in photogravure, 
blocks will not be required. It 
will be our aim to provide the 


best possible reproduction and 
we shall welcome the maximum 
consultation with your produc- 
tion department. Full-colour will 
be run in certain issues only, so 
early application is desirable.” 

Commencing with the issue 
dated November 3 the new ad. 
type areas will be: full page 124 
x 9%; half-page 124 x 4% or 6 x 
9%; three-eighths page 9 x 4}; 
quarter-page 6 x 4{; eighth-page 
3 x 4%; half-single-column 6 
X 24; sixteenth-page (quarter- 
single-column) 3 x 2}. 

Starting with the same issue, 
the latest dates for copy will be 
as follows: monotone, three 
weeks before cover date; two- 
colour, four weeks before cover 
date; full-colour, seven weeks 
before cover date. 


“Herring Weeks” proved to have 


temporary shortfall in supplies 
buffer-stocks of quick frozen her- 
ring and kippers were maintained 
in low-temperature cold stores, 
first at Bristol and, later, at 
Exeter and Plymouth. 

“Herring Weeks” were held in 
Bristol and Plymouth during the 
East Anglian autumn fishing 
season. These “weeks” have been 
found to be a most effective and 
economic means of mobilising 
and concentrating local attention 
and effort and to have a surpris- 
ingly long-term effect on demand. 
The proportion of retailers stock- 
ing herring rose from 34 per cent 
in July to 96 per cent in Decem- 


r. 

British cured herring have been 
sold to Russia for the first time 
since before the war. 


Courses in advertising and 
salesmanship, in preparation for 
the examinations of the Adver- 
tising Association and Incorpor- 
ated Sales Managers’ Association 
respectively, are included in 
1951-2 evening classes curriculum 
of the City of London College. 

Subjects in the advertising 
course include: adyertising ad- 
ministration, English, marketing, 
economics, psychology, advertis- 
ing design, media, reproduction, 
copywriting, direct mail, market 
research, law in advertising, and 
campaign planning. 


Mars Looked Down 
Hawick Co-operative Society 
have been awarded a £30 area 
prize in a Festival of Britain 
nation-wide competition for the 
most artistic and appropriate 
window-dressing design. 

Created by William Landles, 
of the Society’s staff, who made 
his own display aids, the leading 
design depicts Mars as an on- 
looker of Britain's festivities. 
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P.R. Is On Its Toes This Week 


i) Swift Counter To A Labour 


7,500 WORD REPLY IS PRODUCED 
WITHIN FORTY-EIGHT HOURS 
Within 48 hours of the issue of a Labour Party discussion 


pamphlet entitled Monopoly, a 7,500 word booklet, State 
Monopoly, was produced in reply by Aims of Industry—a 


non-party organisation — last 
week. 

The Labour pamphlet outlined 
that Party's “anti monopoly 
policy—designed to re-invigorate 
and de-restrict industry and trade, 
where this is possible, through 
the prohibition of such practices 
as resale price maintenance, col- 
lective boycott, or restrictions on 
entry.” 

The newsagency trade headed 
the list of examples of restrictions 
in distribution. 

The pamphlet stated: “The 
National Federation of News- 
agents, in conjunction with the 
Newspaper Proprietors’ Associa- 
tion, operates a ‘distance limit 
policy’, under which the new- 
comer has to convince a commit- 
tee of established traders that the 
area in which he proposes to 
open a shop, actually needs it. 
Needless to say, most applications 
are rejected.” 

The pamphlet paid tribute to 
the work of the trade associations 
but added: “The necessary in- 
crease in their functions, number 
and influence has its dangers too. 
Unless there is great vigilance on 
the part of governments, trade 
associations can readily become 
instruments for the suppression 
of healthy competition.” 

The Labour Party pamphlet 
was published Wednesday of last 


week. 
Team Work 


Aims of Industry decided that 
it could not go unanswered. An 
immediate staff conference was 
called and a team, which included 
Roger W. Sewill, director general, 
Evelyn Hulbert-Powell, head of 
the research division, Ray Hud- 
son, editorial director, Raymond 
Playfoot, Reginald Dunstan, 
Tony Cutbill and Michael Mason 
began work on the reply. This 
involved not only a statistical sur- 
vey of the working of British 
nationalised industries, but a 
complete programme for de- 
nationalisation. P 

By the middle of Thursday 
afternoon copy was ready for the 
printers, Keliher, Hudson & 
Kearns of Hatfields, Stamford 
Street, S.E.1. By 10 a.m. on Fri- 
day—just 48 hours after publica- 
tion of the origina] Labour Party 
document—the proofs had been 
passed. Completed copies of 
State Monopoly were to hand 
at lunch-time and on their way to 
over 30 newspaper and agency 
offices in time for review and 
eaten in Saturday morning 
pape 

The Aims of Industry pamphlet 


Socialists 
Accuse 
Advertising 


The effects of monopoly 
power can be achieved by 
extensive advertising, says the 
Labour Party pamphlet 


the 

ticular advertised goods are 
unique—even when they differ 
from their rivals only in the 
colour of the label or the 


In a passage dealing with 
“the political power that great 
monopolies wield’ the pamph- 
let states: “Since 1945 the 
monopolies have fought des- 
perately hard the 
legislation 


advertising campa 


Association have 
been used to influence public 
opinion—and the funds thus 
used to protect monopoly 
have in the first instance been 
raised by the use of monopoly 
powers.” 


declares: “In the socialist system 
the politicians seek to monopolise 
the means of production, distri- 
bution, and exchange.” 

After scrutinising the national- 
ised industries, and discussing 
plans for de-control, decentralisa- 
tion and—in some cases—of de- 
nationalisation, the pamphlet 
declares : 

“State monopoly and restrictive 
practices have limited the effici- 
ency and reduced the enterprise 
of British industry, have exploited 
the people of Britain and have 
given enormous power over the 
economy to a few people who are 
in no way directly answerable to 
the community as a whole, or to 
Parliament.” 

The shackles placed by socialis: 
monopoly on prductive enter- 
prise should be removed. In this 
way consumer goods could be 
cheaper and more plentiful and 
the workers’ standard of living 
not only maintained but improved. 


(2) 
Quick Work On 
Price Slash 


Teamwork and good timing in 
the handling of the price slash 
in Patons & Baldwins’ knitting 
wool story resulted in front page 
news in most national dailies last 
Saturday and banner headlines 
with a front page lead story in the 
Daily Express. 

Stephen Bowden, advertising 
and publications manager, pro- 
vided the brief on behalf of 
Patons & Baldwins and Leila 
Danbury, Osborne-Peacock’s 
P.R.O. handled the story. 

Directly the Board’s decision to 
cut prices was communicated to 
London a statement was prepared 
and spaces left blank for the 
actual price reductions. Final 
prices were telephoned by Patons 
& Baldwins after a Board meet- 
ing in Darlington last Friday 
when letters announcing the new 
prices were posted to the trade. 

Aiming at Saturday's dailies, 
Osborne-Peacock delivered the 
Press release by hand at 6 p.m. to 
the Press Association and the 
national Press. Earlier that day 
the Press release was posted to 
provincials (who also received the 
P.A. messages that evening), the 
trade Press and women’s maga- 
zines. 


ADVERTISER'S WEEKLY 


Pamphlet 
(3) 


Huge Coverage For 
Canberra Flight 


What is believed to be a record 
amount of editorial publicity ac- 
corded to a commercial! firm since 
the war resulted from the “Can- 
berra” jet record flight across the 
Atlantic last week. 

Front page leads appeared in 
the News Chronicle, Daily Mail 
and the northern edition of the 
Daily Express. All mentioned 
English Electric Co., Ltd. 

The story also had prominent 
positions if all the national 
papers and many of the provin- 
cials. 

Man who organised the Press 
coverage: of the story was 
Malcolm Logan, Press relations 
officer of English Electric Co., 
Ltd. 

A wireless ‘monitoring network 
was arranged by the publicity 
staff of Marconi’s Wireless Tele- 
graph Co., Ltd., under the pub- 
licity manager, R. P. Raikes. 

On Saturday an advertisement 
featuring the flight appeared in 
The Times. This was followed 
this week by similar advertise- 
ments in Daily Express, Daily 
Mail, and Daily Telegraph. The 
scheme was planned by Service 
Advertising Co., Ltd. 


SHOWING THE RUG—DOWN UNDER 


Edwin Field & Sons Ltd., of 
Skelmanthorpe, near Hudders- 
field, are to open a_ publicity 
campaign for “Goat's Head” 
mvokair rugs in Australia and New 
Zealand in the autumn. The 
campaign will consist of three 
mobile exhibitions—two going 
to Australia and one to New 
Zealand—which will each give the 
history of mohair and the story 
of the manufacturer of mohair 
yarn and mohair floor rugs, of 
which Edwin Field & Sons are 
originators. The mobile exhibi- 
tions, which have been designed 


jointly by the agents and Leon 
Goodman (Displays) Ltd., will be 
part of a wide publicity campaign 
throughout the two Dominions in 
which full page colour advertise- 
ments have been employed in 
women’s magazines. 

Included in each of the exhi- 
bitions will be replicas of the 
mohair rugs which, dyed to 
special shades and colours, are 
being shown in the Land Travel, 
and House and Garden sections 
of the Festival of Britain. 

Agents are Herbert Greaves 
Ltd., Manchester. 


A section of the exhibition of “Goat's Head” mohair floor rugs shown 

recently at the London showrooms and Yorkshire works of Edwin 

Field and Sons Limited. Three similar exhibitions are now being 
prepared for a tour of Australia and New Zealand. 


% Re or. * o - ——E b a 
hy = or Senefiie ——_ ao. 
ey a : if 
ee P| 391 ee 
t 
ic a j 
cae q 
eee ey 
fa A: 
ee 
eae | | 
ie pe : 
ey i “Monopoly.” It adds: x4 
ees “Vast sums of money are : 
" . spent in attempts to convince 
m5 shape of the bottle. A mono- 
fe poly is created in so far as 
=I advertising convinces the | 
yg customer that no substitute 
ma exists.” f 
- ) 
fi 
4 
rag — J 
a BE ens financed 
ba by the Cement Ring, Tate & 
ae Lyle, the Iron and Steel 
*, Federation and the Road 
: : a | 
— ni sy a mS - , & f 
; ‘ ‘ - ‘ ere 
4 : ~f ary a ae ' 
“y o te -— i : 
: Ae : - pe as N 
f s - oa 4 i > See Pave: Fi Sad i 
E ee *; \ Fo es) oe een ja (tie 
; 
So = aot ae i 


<at pavene beteit 


ADVERTISER'S WEEKLY 


392 


Post War Record For Radio Show Ads. 


Indications are that despite 
the shortage of space the 
majority of radio manufac- 
turers this year spent the 
largest amount since the war 
on Radio Show advertising. 
National dailies carried a 
particularly heavy amount of 
radio advertising. There was 
an increase in most media. 
The Radio Industry Council 
themselves spent 20 per cent 
more on advertising the Show 
than last year. 

Ecko had some of the biggest 
splashes, with half-pages in the 
Daily Herald, News Chronicle, 
and a quarter-page in the Daily 
Express on the opening morning 
of the show. The advertisements 
linked up with the Ecko silver 
jubilee which is being celebrated 
this year. The slogan was: 
“Quarter-century of quality.” 

On Thursday there was a full- 


page in the Daily Graphic for the 
two new Regentone sets—the 
A.25 radio and the ARG 62 radio- 
gram. 

Dealers also linked up with the 
show, Boyd Ltd. taking a half- 
page in the Star on Friday. 

Larger spaces are being taken 
for Ferranti for the duration of 
the show as part of a recently 
launched campaign. 

Marconiphone advertisements 
stressed the quality of the product 
with the slogan reading: “Remem- 
ber at the Radio Show—choose 
the set with the world’s finest 
technical background.” 

An unusual line in TV adver- 
tising was adopted by English 
Electric. The copy gave a school- 
girl's angle on TV. The reader 
was invited to go to the show and 
see it from his own angle. 

Main feature of the show itself 
was Television Alley—a gallery 
running the width of the first 
floor of Earls Court. Here tele- 
vision sets were installed in 
identical stands. Visitors were 


able to see performances of the 
sets under comparable conditions. 

Many of the exhibitors had 
more than one stand, with 
demonstration rooms in_ the 
gallery as well as the normal dis- 
play downstairs. 

An interesting feature was the 
way in which firms made use of 
the roofs of their stands. Mullard, 
for instance, had gaily painted 
nameplates, while Murphy, among 
others, had two-storey stands 
with reception room accommo- 
dation on the roof. 

The Mullard: stand told the 
story of how the electron tube 
is being used in science and 
industry. Max Forbes designed 
the stand which included enlarged 
photographs by Walter Nurnberg. 

The Regentone stand was 
designed to show the Regentone 
range in a home setting. The 
plans for it were prepared and 
the building supervised by Miss 
E. Reed, the exhibition designer 
1 gees & Gotch Advertising 

td. 


‘Trade Stagnation, Unemployment 
—But For Advertising’ 


UNMISTAKABLE 


— 2. = 
. o_ 
Guinness is \— 
good for you 
This is an example of what 
“Vantona News” considers “good 


publicity on the largest scale.” 


Bus Boosts 
The Lights 


The publicity department of 
Ribble Motor Services Ltd.. a 
road passenger transport under- 
taking which has its headquarters 
in Preston and controls 1,300 
buses and coaches, has worked in 
close co-operation with scenic 
artists and electricians to put on 
the road a brilliantly-illuminated 
single-deck bus boosting the illu- 
minations at Blackpool and 
Morecambe and also Ribble ser- 
vices to those resorts. 

Several million people in 
north-west towns will see the bus 
during the next few weeks. 


A.P. Bonus 

The extraordinary meeting of 
Amalgamated Press Limited, to 
obtain shareholders’ approval of 
the proposed bonus issue of 
1,200,000 fully paid ordinary 10s. 
shares, in the proportion of one 
for every three held on Septem- 
ber 5. is convened for Septem- 
ber 18. 


Answering the question: Is ad- 
vertising a good thing? This 
month’s issue of Vantona News, 
house organ of Vantona Textiles 
Ltd.. states: 

“The overwhelming majority 
of things that are advertised are 
either useful and worth buying or, 
at worst, harmless, Advertising 
makes them reach the public—in 
other words, it informs the mass 
of the people of the availability 
of certain goods (and services) 
which can achieve certain results 
and which, without advertising, 
would never be a reality to a large 
section of the community because 
of their Jack of knowledge of the 
existence of such an article (or 
service). This function of adver- 
tising is of immense value to the 
purchasing public. Personal sales- 
manship is not good enough, nor 
fast enough, nor big enough. 
Trading expands because of what 
people want, not because of what 
they need. Advertising in action 
fosters better quality and above 


all wider distribution, for its 
target is the mass market. It 
starts money circulating, and 


money is the life-blood of com- 
merce and the state. Without it 
there would be stagnation of 
trade, unemployment, hunger and 
want. Moreover advertising does 
cut costs—though the consumer 
may not think so as he guesses 
vaguely at the appropriations of 
the big firms. It creates sales in 
such volume that prices of the 
goods drop, and the money spent 
on publicity reaps its harvest a 
hundred-fold. Yes, whatever 
blame may occasionally attach to 
methods, the effects of advertising 
are certainly a good thing. Its 
goodness is UNMISTAKABLE- 
or is that someone’s advertise- 
ment?” 


ODD SP@T 


Among old laws, never re- 
pealed but not enforced, is 
one which forbids the selling, 
buying, or reading of a news- 
paper in England on Sundays. 


that for the past 270 years 
this has been a _ punishable 
offence. 


High Standards 
Help Exports 


“Manufacturers have linked 
their new styles with attractive 
packaging, consumer and trade 
advertising and well designed pro- 
motion material,” says the Cotton 
Board. 

“There is no doubt that the new 
high standards they have set have 
been largely responsible for the 
success of British domestic tex- 
tiles | in export fields since the 
war.” 


‘Knocking’ Copy 
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Club News 
Ad. Course 


Enrolment for the course of 
study for the Diploma of the 
Advertising Association arranged 
by the Publicity Club of Sheffield 
through the Sheffield College of 
Commerce and Technology takes 
place in the hall of the West 
Street Building, September 10-14. 

* * . 

Publicity Club of London's 
Christmas luncheon will be held 
at the Savoy Hotel, on Decem- 
ber 14. 

* * * 

A Publicity Club of London 
Little Journey to the Seal 
Laundry, Palmers Green, will be 
held next Tuesday. It has been 
arranged through a member, Miss 
Phoebe Sanderson. 

* * * 

The Aldwych Club will open its 
season of after-luncheon ad- 
dresses with one by Lord Vansit- 
tart on September 27. 

~ * * 

The Publicity Club of Glas- 
gow’s Golf Circle will hold its 
autumn meeting over the Doug- 
las Park golf course, Mulgavie, 
on Wednesday, September 12. 

a * * 

K. F. English and R. F. Downs, 
both advertisement representatives 
with the Municipal Journal, have 
been appointed to the Publicity 
Club of London reception com- 
mittee. 

~ * * 

Annual Christmas luncheon 
and festivities of the Fleet Street 
Column Club, which is the 
largest gathering of newspaper 
and advertising men in the year, 
will be held at the Connaught 
Rooms on December 19, at 1 p.m. 

* * * 


Howard Potter is to be deputy 
chairman of the Aldwych Club. 
* * * 


The 25th anniversary issue of 
Regent Activities magazine of the 
Regent Club carries contributions 
from J. B. Nicholas,. Cyril C. 
Freer, and Philip Emanuel, pre- 
sident when the first number was 
issued. 


Packaging problems 
Lid., of Tottenham, 


have been lessened for Benjamin 
by the use of humorous labels. 


Electric 
Here is one 


example from their latest set. 
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Sites— 


Kildare County Council has 
authorised its town planning con- 
sultant to “exercise stringency” 
on the erection of roadside poster 
sites to preserve rural amenities. 
The consultant was also given in- 
structions that where signs have 
been erected close to road sign- 
posts and are likely to cause con- 
fusion they must be removed. 
There is variance in different 
counties in Ireland on the poster 
site problem because some 
authorities have not yet taken 
steps to utilise the powers of con- 
trol made available to them under 
the Town Planning Act. 


. 

—Signs 
Scarborough Town Planning 
Committee, having received a re- 
port from the Borough Engineer 
on advertisement signs about 
which he suggests action should 
be taken, are recommending 
the counci] to serve notices in- 
structing the owners and occu- 
piers of property concerned to 
apply for express consent to the 
existing advertisements. 
Advertisements concerned are 
sky signs, roof signs, and adver- 
tisements projecting more than 
two feet from front main walls. 
The committee are recommend- 
ing that the Town Clerk be given 
general authority to give notice 
to owners and occupiers requir- 
ing them to remove obsolete 
signs. 


Capital Increase 


To £50,000 


The capital of the Brittain Pub- 
lishing Company (London) 
Limited has been increased from 
a nominal £100 to £50,000. The 
company has acquired a majority 
shareholding in Great Britain and 
the East from William J. Brittain 
and has acquired London Weekly 
Advertiser and Muswell Hill 
Record from companies con- 
trolled by Mr. Brittain. 

Directors are William J. Brit- 
tain. Alfred E. Morgan, and 
G. J. B. Grant. 


Piccadilly Incident 


A petition of protest against an 
illuminated advertising feature in 
Gynn Square, Blackpool, has 
been sent to the Town Clerk and 
to the Minister of Planning, by 
local residents. 

The tableau complained about 
is erected on steel scaffolding and 
depicts Piccadilly Circus, London. 
It carries advertisements for a 
number of firms. 

The Circus replica was planned 
as part of the resort's end-of- 
the-season illuminations. 

The idea is to reduce the cost 
of the “lights.” 


How Printers Can Help 
In Save-Paper Drive 


Printers can play a vital 
part in helping the waste 
paper recovery drive. 

This fact is emphasised in the 
Public Relations Newsletter of 
the British Federation of Master 
Printers, which lists a number of 
things every printer can do to 
help. 

Among hints given are: 

Make the printing industry a 
worthy model of other industries. 
Paper is your life blood! 

Ta the Federation know of 
any special effort you make, no 
matter how unimportant it may 
seem to you. Together with 
similar reports from other 
quarters it will form a general 
picture useful as an example to 
encourage other industries to 
follow suit. 

Use “correspondence stickers” 
on letters, especially those 
addressed to customers. 

Print or stamp a “Save Waste 
Paper” slogan on galley proofs 
sent to @lients. 

Get employees more actively 
interested in waste paper 
recovery. Acquaint them with the 
problems and seek their help at 
works meetings. 

Use Board of Trade posters 
(20 in. by 30 in.) in .waiting 
rooms and showrooms, on vans 
and, where possible, in windows. 

Stick window strips (“Keep 
Saving Waste Paper,” 14 in. by 
10 in.) on car windows. 

Spare a corner in all adver- 
tisements, publicity brochures, 
sales letters and the like for the 
slogan “Save Waste Paper.” 

Let the Federation know of 
any hold-ups in production in 
other industries occasioned by 
shortages of card, containers, 
paper or any other substance 
made from waste paper. This 
information is required to illus- 
trate to the public the urgency of 
the need to collect waste. 

Remember, printers are but a 
small section of the community 
but their customers include the 
majority of those who govern, ad- 
minister, organise, manufacture, 
write, and do almost all other 
kinds of creative work. In fact 
the printers’ customers are the 
backbone of the nation. You can 
use this fact to help the waste 
paper drive. 
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Travel Poster 
Winners 


The three best British entries 
in an international travel poster 
competition organised by the 
European Travel Commission 
have been announced. 

First award was gained by 
George Karo, Huron Road, 
London, S.W.17; the second by 
Patrick Gierth, Uxbridge Road, 
Kingston-on-Thames, Surrey, and 
the joint entry of R. Calloway 
and D. Keenan, Goldst8ne Villas, 
Hove, Sussex, was placed third. 

Entries were invited from all 
Western European countries and 
these three British entries are 
being sent to Brussels for judging 
by an international jury consist- 
ing of representatives from the 
European Travel Commission, 
the International Union of 
Official Travel Organisations, and 
O.E.E.C. 

British entries were judged by 
Milner Gray, director of the 
Design Research Unit; Ashley 
Havinden, of W. S. Crawford 
Ltd.; Sir Alexander Maxwell, 
chairman of the British Travel 
and Holidays Association; and 
Robert Hartman, of the British 
Travel and Holidays Association. 

Theme of the poster was 
“Travel is the sign of freedom.” 

Prizes for the _ international 
competition, the British part of 
which was organised by the 
British Travel and Holidays 
Association, amount to £2,250. 


“We Must Sell As Never Before’ 


“The ‘trading’ days for Great 
Britain are now over: we have 
to sell as we have never sold 
before.” 

This opinion was expressed by 
Roger Falk, director-general 
British Export Trade Research 
Organisation, in a letter published 
by the Daily Telegraph: 

“The need to remind British 
exporters of the new challenges 
of Japanese and German manu- 
facturers has never been greater 
than at present. But . . . British 
exporters, with notably few excep- 


tions, are still failing to study 
their markets. 

“By study I do not suggest the 
process of dry-as-dust, pseudo- 
scientific reporting of the kind 
that pleases the mathematician 
but frustrates the export manager. 
I mean practical, realistic market 
research into sales possibilities, 
consumer preferences and pre- 
judices by disinterested, objective 
research men whose work should 
be an essential prelude to the 
equally important personal effort 
of the manufacturer himself.” 


Gallup Poll 
Affiliates 


Confer 


Gallup Poll affiliated organ- 
isations from 11 countries are 
meeting this week in Holland 
for their biennial conference. 

Dr. George Gallup, interviewed 
by ADVERTISER'S WEEKLY in 
London on his way to the con- 
ference, said they would confer 
on techniques and polling plans 
for the following year, so that 
inquiries might be on the same 
issues in each country. 

It was not easy, he agreed, to 
find subjects suitable for such 
polls, but war and peace, the 
United Nations, and the standard 
of living, were issues of common 
im ortance, and offered a basis. 

Methods used in Gallup Poli 
inquiries could be used not only 
to test opinions, but to establish 
facts “and thus to probe areas of 
ignorance.” Dr. Gallup forecast 
that within a few years fact- 
finding surveys would result in 
changes in schools’ curricula. 
Such inquiries had already 
proved, in the United States, that 
people were not well-informed 
about world problems, the schoo! 
system having been designed for 
an era when world problems 
were not important. 

“Medical knowledge would be 
1000 years in advance of its 
present stage had research 
methods into treatments been 
conducted,” he contended. 

Dr. Gallup has conducted an 
inquiry into infantile paralysis, in 
America, with matching samples 
—that is nearly identical subjects 
with some of the victims. This 
was designed to show which fac- 
tors of environment might in- 
crease susceptibility. 

Results of this inquiry will not be 
published for some time, but Dr. 
Gallup will reveal his methods of 
conducting this research at the 
International Conference on 
Opinion and Market Research 
at Tunbridge Wells next week. 
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New Appointments 
+ At Tliffes 


Following the recent death of 
G. Geoffrey Smith, editorial direc- 
tor of 14 of Iliffe’s 33 trade and 
technical publications—a pumber 
of new appointments have been 
made at Dorset House. 

Arthur B. Bourne, who has 
been editor of The Motor Cycle 
for the past 23 years, has become 
a director of Iliffe & Sons Ltd.; 
he will continue his association 
with The Motor Cycle as manag- 
ing editor. H. W. Louis, assistant 
editor, is the journal's new editor, 
with George Wilson as assistant 
editor. 

H. S. Linfield, formerly joint 
associate editor of the Autocar 
with A. G. D. Clease, has been 
appointed editor, with Douglas 
Clease as Midlands __ editor. 
Montague Tombs*—the journal's 
technical editor—has addition- 
ally become consulting editor, and 
Michael Brown assistant editor. 

In addition Mr. Clease has 
been appointed Midlands editor 
of the Associated Iliffe journals 
Motor Transport and Bus & 
Coach. 

* * 

Edward Kisch, formerly in the 
overseas branch of the Midland 
Bank Ltd., and before that with 
the Alliance Assurance Co., Ltd., 
joins Auger & Turner Ltd. as 
chief accountant. 

* * * 

K. W. Stotter, formerly with 
the Manchester City News series, 
has joined the Salford City 
Reporter, Western Telegraph 
(Urmston), and Stretford Tele- 
graph group as advertisement 
manager. 

oe * * 

D. K. Winslow, editor of F. W. 
Bridges Ltd., publications British 
Stationer, Caxton Magazine, 
Modern Lithographer & Offset 
Printer, \eft for a fifteen days 
tour of Western Germany on 
Sunday in a team sponsored by 
the Foreign Office which includes 
Arthur Woodburn. M.P. (Labour 
Party), Emrys Roberts, M.-P. 
(Liberal Party), and Dr. H. C. 
Hillman, Leeds University (chair- 
man). The team will speak at im- 
portant centres on “The Economic 
Policies of the three major 
British Political Parties” to repre- 
sentative German audiences, in- 
cluding vocational and _ other 
German teachers. Mr. Winslow 
will give the Conservative view. 

* 


Phoebe Sanderson has left the 
British Launderers Ltd. where 
she was a senior public relations 
officer. She is going on a short 
trip to Denmark and Germany to 
do freelance writing. 

* * * 

Winter Thomas have appointed 


Jean Burnup, former women’s 
editor of Britannia and Eve, to 
head their editorial publicity 
department of the agency. Miss 
Burnup started in journalism as 
assistant to the features editor of 
the Daily Express. Then, after 
period of reporting for the Sun- 
day Dispatch, she moved into 
women’s journalism, 
* * oa 

Graham Carmichael has been 
appointed to the newly created 
post of promotion director to the 
National Wool Textile Export 
Corporation. 

* * 

J. R. Walley, director in charge 
and managing editor of the 
Stockport Express and Maccles- 
field Times, has been appointed a 
Cheshire County magistrate. He 
is president of the Lancashire, 
Cheshire and Derbyshire Federa- 
tion of Weekly Newspapers, and 
vice-president of the Stockport 
Master Printers’ Association. 

* - * 


Eric Downes has been ap- 
pointed manager of the Hosiery 
Trade Journal. His duties as pub- 
licity manager of Gent & Co., 
Ltd., Leicester, will be taken over 
by Wilf Bowles, present chair- 
man of fhe Leicester Publicity 
Club. These changes become 
eBoctive Ee Sepeember. 

. am 


Wunna Kyaw Htin U Thant, 
secretary to the Government of 
Burma in the Ministry of Infor- 
mation, is visiting the United 
Kingdom, under British Council 
auspices, -for five weeks to study 
the British Press, information 
services, broadcasting and films, 
and to see something of the 
Brit'sh education system. U 
Thant, who arrived on Sunday, is 
spending the first part of his stay 
in London and his programme 
includes visits to The Times, The 
Observer, v, Reuters, and & B.B.C. 


Stanley R. Brown, of Hazell, 
Watson & Viney Ltd. has 
accepted the appointment as 
works manager of Temple Press 
Ltd. under C, F, Cook, produc- 
tion director. This appointment 
will take effect on January 1, 
1952. 

* * * 

Miss Jacqueline Clark, Foote, 
Cone & Belding’s attractive 20- 
year-old receptionist, is to be 
married on September 15 to 
Frank Ashton Middleton, who 
handles advertising space for the 
Continental Daily Mail. Miss 
Clark, who is the daughter of 
F. T. Clark, late of F. T. Clark 
(British News) Ltd. will return 
to F.C.B. after her marriage. 

* a oe 


W. T. Curtis-Willson, chairman 
and managing director of the 
Brighton Herald Ltd., has joined 
the council of the Empire Society 
for the Blind. 


Jean Burnup 


W. T. Curtis-Willson 


A. B. Bourne 


Walter M. Skinner, now with 
Rho-Anglo Publicity Ltd. of 
Salisbury, Southern Rhodesia 
(affiliated with African Amal- 
gamated Advertising Contractors) 
was recently presented with a 
daughter — Jane Alison. Mr. 
Skinner is a member of the 


Society of Diploma Members of 
the Advertising Association. 
. * 


Sydney A. Salt, who is em- 
ployed on the administrative staff 
of the Market Research Depart- 
ment of the C.W.S., Manchester, 
has been appointed a Cheshire 
County magistrate. 


OBITUARY 
W. H. Carr 


At the age of 85 years, Walter 
Herbert Carr, a former managing 
director of Mather & Crowther, 
died Ay Thursday at Woking. 

W.H.C.” joined Mather & 
Crowther as a junior clerk in 
1887 and was appointed manag- 
ing director of the company by 
H. L. Mather, then chairman, in 
1913—an office which he held for 
22 years until his retirement in 
1935 after 48 years with the 
agency. 

He was an ardent supporter of 
the LI.P.A. from its earliest days 
and on his retirement was paid 
the compliment of an honorary 
fellowship. 


Dr. T. M. McGrath 


The death took place last 
Friday of Dr. Timothy M. 
McGrath, director and manager 
of the Cork Examiner, Cork. He 
had only been jl! for a short time. 
Dr. McGrath, who was 53, gradu- 
ated from University College, 
Cork, as a doctor in 1921 and 
practised for some years in South 
Wales. He was appointed mana- 
ger of the Cork Examiner in suc- 
cession to his father, Denis 
McGrath, in 1931. 

He took a keen interest in golf 
and rugby and was a former 
president of the Irish Rugby 
Football Union. 


F. Main 


One of the best-known indus- 
trial photographers in the district, 
Frederick Main, of Park Road, 
Loughborough, Leicester, who 
until his retirement two months 
ago was chief works photographer 
with the Brush Electrical Engin- 
eering Co., Ltd., Loughborough, 
has died, aged 71, 


Big Hits Will 
Help N.A.B.S. 


Supporters of the National 
Advertising Benevolent Society 
are hoping for some big hitting at 
the Hurlingham Club on Tuesday 
when the “Two Freds’” match is 
played. , 

Dalton’s Weekly are offering a 
guinea for every batsman who is 
clean bowled. Every six hit will 
mean an extra £1 from J. 
Harrison Haworth. Dudley 
Turner & Vincent Ltd. are offer- 
ing their usual “bob-a-run.” 

Play begins at 11 a.m., and 
stumps will be drawn at 6 p.m. 
Lunches and teas will be served 
in the Club. ; ; 

The ground is two minutes 
walk from Putney Bridge station. 

Among those who have donated 
a grand variety of gifts for the 
auction are: 

Beaufoys of Kingston; Nestlé Co.; 

Industries; Aspro; County 
Marmite Food Extract 

a H Wills; Thresher 
: PH “Galloway: Gonzalez Byass 
Coca-Cola Co.; Imperial Tobacco 

: Saville Perfumery: Brand & Co.: 

R. Parkington & Co.: Ever Ready 
Razor Products; Daws Fruit Cordials; 
Notts Hosiery Co.; Findlater Mackie 
Todd & Co.: Smiths English Clocks: 
J. and W. Nicholson & Co.: 

Hudnut Ltd; A te. Sheriey & Co.: 
o.; 


Esterbrook 

Haxell Pens; Carreras; Reed Pa aper Sales; 

Hardcastle Pipes; Crosbies Pure Foods; 

: Ballito Hosiery Mills; Everwear 

gene; Johnson & Johnson 

* Shredded Wheat Co.; 

Sword. Co.; Lifeguard 

Products; Coleman & Co. (Wincarnis); 

Godfrey Phillips; Scrib; H. Cuddeford; 

A ander; Giordano; A. Guiness Son. 

? Co.; Barclay Perkins & Co.; Meredith 

cw; Spratts Patent; Sunday Times 

‘G. oO. Wershem. Reid Bros. & Kerr); 

Emu Australian Wines; Courage & Co.: 

C. Shippam; Smedieys; - Reckitt & 

Colman; Jaegar Co.; Grafton Fabrics; 

Cerca ‘Ties; Cussons Beauty Products: 

Glen Cree Mohair Travel Rugs; Warsop 

Cricket Bats; G.E.C. Radio: S. Jones 
& Co. and S:ockleigh Hosiery Co. 


Welcome Lunch 


Irish Government officials, 
U.S. Embassy and E.C.A. officers, 
with leading Press and publicity 
men were guests at a lunch ar- 
ranged by O'’Kennedy-Brindley 
Ltd., Dublin, for their clients— 
McGee's Stores Ltd., Irish agents 
for Allis Chalmers agricultural 
machinery—to welcome Everett 
Mitchell, M.C. for the “National 
Home and Farm Hour” broad- 
cast over the American N.B.C. 
network under Allis Chalmers 
sponsorship. Mr. Mitchell was 
visiting Ireland to make record- 
ings of American young farmers 
working on Irish farms under an 
E.C.A. exchange plan. 


\ a ea Pi LER OR a)” oe Sle ae: - 8a ee ee. eid” » ee 
—_— wes ea, . - “i 3 % 
3 
ADVERTISER'S WEEKLY 394 SepremBer 6, 1951 : 
& 9 5 5 ate a Re Pes AJ ‘ 
: ie ° ack 
; ee | ; ‘. i, a. / ' 
| dee” oY in 
: pO w: NS | : | . 
‘ ; es t 9 s 
, — ae 
is ; Pe Pe 
np = 
e sé 
ey 
~ , 
: : 
; | po 
ms z 
af é ‘ 4 a 
7 
il Ki 
if = "i 
5 \ bi ie 
SH = 
1 
: ~ 
: 
“ite. 
= Pe 
43 wet : : 
—— ————-- 


ADVERTISER'S WEEKLY 


Operation shopping 


Weekend shopping is a family operation for the 


Belcher’s. Every Saturday morning they set out 
together for the provisions and their other needs. 
Ronald Belcher is a successful commercial artist. 
Round the walls of the bungalow he has bought in 
Whitby Road, Eastcote, are many colourful examples of 
his work. Young Peter Belcher hopes to become an 
artist, too, although right now his principal interests are 
ice hockey and helping his father with the car. (They’re 


soon due for delivery of a new one, by the way.) 


By advertising in the Sunday Pictorial you put your 
sales message before the Belcher’s and many other 
families like them on the best advertising day of the 
week. For the Sunday Pictorial, with its average weekly 
net sale of 5,082,814 (June 1951), covers a tremendous 
cross-section of Great Britain, and goes into the homes 
of all classes and all income groups. 

It is very economical to advertise in the Sunday 
Pictorial, too. Jts square inch per thousand rate of .70d. 


is only 9.4°%, above 1939. 


Sunday Pictorial 
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The Monopoly Game 


‘T VHE announcement by the Institute of Public Relations of 
an annual award for outstanding achievement in public 
relations in the United Kingdom has been followed by two 
fine examples of initiative in this field: 

Within 48 hours of the issue last week of a Labour Party 
pamphlet entitled Monopoly, an answer State Monopoly was 
published by Aims of Industry. 

And last week-end Patons and Baldwins’ and their agents 
revealed excellent P.R.-management teamwork in the timing and 
handling of a news release which gave their wool price cut a 
front-page splash in most national dailies. 

These two examples show how prompt action by publicity men 
can play a big part in the defence of private enterprise and 
established marketing methods. And there can be no doubt that 
it is vital to answer promptly and firmly the accusations which 
are being made against the distributive system. 

The Labour pamphlet Monopoly will form the basis of further 
attacks which will develop as the General Election approaches. 
As the Aims of Industry report states, the aim of the Socialist 
system is to “ monopolise the means of production, distribution, 
and exchange”. And that would include 4 “rg 

The threat to advertising grows as the ic policies of state 
monopoly are developed. There has always been the small 
voice of the theorist trilling the false note that the reduction of 
marketing costs would automatically cut prices paid by the con- 
sumer. That futile argument is demolished by the example of the 
development of some of the world’s non-industrial areas with the 
aid of modern marketing and advertising techniques. 

The menace in Monopoly, however,is more serious. It threatens 
trade associations—which, in turn, means! a threat to collective 
advertising which has done so much to assist some industries in 
their aim of economic distribution of their products. 

There are two vital interests for advertising in the battle against 
interference with the freedom of industry and commerce to 
operate in the fashion which can best provide more, better and 
cheaper consumer goods: the threat to the existence of our 
industry, and the role public relations can play in rebutting the 
assaults being mounted against the distributive and marketing 
system in this country. 

It is up to industry to take full advantage of the facilities 
offered by public relations. And it is the duty of advertising to 
play its full part with industry in the fight against false allegations 
motivated by political considerations. 


@ Change of subscriber’s address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Ad. plans for whole 
streets 


HILE the local planners 

whet their axes for the 
assault on outdoor advertising, 
the voice of reason is, at last, 
beginning to_be heard. 

“A mere frontal attack on ad- 
vertising in general would, under 
existing conditions, be a grave 
mistake,” according to a writer 
in The Builder. 

This ‘influential journal looks 
ahead. Out of the hurly-burly of 
the controversy soon to rage, 
there may come order and pro- 
gress—and a capital chance for 
our display experts. 

States The Builder: “It may be 
found that there are forms of ad- 
vertisement that might add 
ordered beauty instead of chaotic 
annoyance in our urban scene; let 
our imaginative artists get to 
work, as they have occasionally 
done in the past, and show us 
what can be done in this direction, 
not in the previous detached ex- 
amples, but as contributing to the 
street picture as a whole. This 
seems to us the most hopeful 
proposition for the future.” 


_—_—_—_—— OO —“iéia 


Reports say that a well-known 
detergent manufacturer will 
shortly make an offer to retailers 
to encourage them to push his 
product. Stockists, it is said, will 
be offered attractive leather goods 
at under half the normal retail 
price. This is the latest develop- 
ment reported in the detergents 
“war,” which is expected to flare 
up again when brands at present 
available in restricted marketing 
areas are distributed nationally. 


j—w = sé 


Mental ‘black-out’ 
is feared 


RADERS throughout the land 

are being warned by the 
National Chamber of Trade 
Journal that psychology, rather 
than statistics, may govern the 
Fuel Minister's decision about a 
new restrictive order on shop 
window lighting. 

In its editorial the Journal 
states: “Recent inquiries at the 
Ministry reveal that no final deci- 
sion has yet been reached. .. . 

“We do not believe the reasons 
for making a restrictive Order, so 


far as shops are concerned, have 
any bearing on the actual supply 
position. They are still based on 
psychological grounds—that is, 
that domestic consumers would 
fail to economise in their con- 
sumption if they saw shop win- 
dows with sufficient light to show 
that the shop was open for busi- 
ness. This is a worn-out theory 
and one which can no longer be 
advanced with conviction, Rather 
would we say the psychology is 
that which prompts the making of 
restrictive Orders merely because 
they have been made since 1939 
and we must still have them. 
“Time and time again we have 
put forward the view that shop 
window lighting is not advertising 
in the ordinary accepted sense of 
the term. During business hours 
shop window lighting is just as 
important to the retailer as elec- 
tric power is to the industrialist.” 


One of the main tasks of the 
Wall's ice cream winter advertis- 
ing campaign will be to convince 
people that even though they 
don't possess refrigerators they 
can safely keep Wall's ice cream 
for from two to three hours with- 
out it melting. Wall's say: 
homes in this country have re- 
frigerators. Those refrigerated 
homes represent an important 
market for us, but what of the 
others? 12 million homes, 12 
million families, 12 million little 
groups of men, women and chil- 
dren who all love ice cream. That 
is our market.” 


Cover note 


HE Retail Trading-Standards 

Association are protesting to 
the Board of Trade over inferior 
U-gabardines. U-specifications at 
present permit manufacturers to 
produce gabardine materials 
utterly unsuitable for. rainwear, 
alleges the Association. 

Giving suggestions for control 
of the minimum number of 
threads per inch that should be 
permitted in any  gabardine 
material destined to be sold as 
U-rainwear, R.T.-S.A. instances 
cases where gabardines have been 
so loosely woven that it has been 
possible to see through the 
material when held up to the 
light. 


=. “ROUND TABLE 


28/30 GROSVENOR GARDENS, S.W.! 


NET SALE IN EXCESS > 
OF 50,000 A MONTH 
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Names carry connotations. Chippendale ; 
makes you think of gracious carving, 
mellow wood-tints . . . stands for craftsmanship 
in period furniture. 

The names of top designers today suggest clean 
lines, exciting new textures — imply 

a standard of quality, if not a tradition. 

Robin Day for instance. 

Other contemporary names can become just 

as well-known. Through House & Garden they 
are identified with fine design, finely executed. 
For House & Garden readers are leaders . . . 
families of influence who can help to 

make your name a NAME, 


& 


Published monthly at 3/- 


House « Garden 
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Women are the nation’s 
shoppers. More women buy 
WOMAN than any other 
weekly. It has the greatest 
sale in the world of any 
weekly publication for 
women and dominates the 


women’s market. 
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TECHNICIANS ARE 
REALLY QUITE HUMAN 


VEN from such distant 
countries as Australia, 
India and South Africa 
have come letters about some 
paragraphs on technical copy 
that I wrote a few months ago. 
For once I seem to have 
pleased everybody, except an 
irascible manufacturer of milling 
machines whose letter betrayed 
such depths of ignorance that, 
even after an hour of toil, I 
despaired of writing a reply in 
language so simple that he could 
be expected to comprehend it. 
One of his most refreshing 
remarks was that he had deliber- 
ately concealed his most import- 
ant selling point in small type in 
an inconspicuous position because 
only thus could he avoid any 


suspicion of American punch and 
forcefulness. He clearly adver- 
tised by stealth and blushed to 
find that anybody noticed it. 

The other letters nearly all 
mentioned the lack of directness, 
the almost servile fear of saying 
anything clearly and decisively, in 
technical copy lest somebody take 
offence. One writer found in a 
booklet a_ really delicious 
example: “Terminals A and B 
should be connected to the 
mains.” Very properly he com- 
ments: “Should, forsooth! If 
you want the darn thing to work 
they must be connected. This 
apologetic style is most exasper- 
ating. Why not simply say: 
Connect terminals A and B to 
the mains?” 

Proceeding from precept to 
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ATLAS 


is no ostrich! 


You don | couch proseers with thew 
hends mm the sand They keep moving. following 
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practice he then 
took a hand in pro- 
ducing this adver- 
tisement for Atlas 
lamps; and I ad- 
mire his boldness, 
for it was designed 
for the architec- 
tural papers, which 
are among the 
stuffiest of tech- 


(HOON LACTHCA MOUSSE TS we USD HeT LOmBOm we! 


nica] journals. 


From hearing some of the 
people connected with these 
papers talk one would think that 
architects and quantity surveyors 
and their staff were inhuman 
robots with blue-prints instead of 
skin, 4H pencils instead of fingers, 
and bricks where their brains 
should be; but my own experience 
has been quite otherwise, and I 
have never found them in the 
least unresponsive to the kind of 
copy that appeals to the normal 
run of intelligent people. Sooner 
or later, in one way or another, 
Atlas will of course have to make 
available to them all the sordid 
facts about methods of fitting, 
sizes, voltages and whatnot that 
architects have to have, but the 
place for these is certainly not in 
the ephemeral advertisement 
pages of a weekly or monthly 
journal. 

Having said all that, | am com- 
pelled to add that the copy is not 
nearly as gay or witty as the very 
strong illustration leads one to 
expect. There's a self-conscious- 
ness about it that I find quite un- 
sympathetic, and I believe that 
someone has tried far too 
hard to be funny. Surely the 
right thing is to dismiss the whole 
ostrich business in the first few 
words and get down to brass 
tacks. Something like this, per- 
haps: “Who's an ostrich about 
Atlas? In 1946 a good many 
people looked at fluorescent 
lighting, hid their eyes hastily, and 
have kept them buried ever 
since. But not architects. They 
are realising more fully every 
day that tremendous things have 
happened, and vast improvements 
have been made. The raw new- 
comer of four years ago has ac- 
quired polish and manners, amaz- 
ing versatility, and a simplicity 
of fitting that makes specification 
a singularly easy matter. Sooner 
or later—and not much later—the 
house without it will be as rare 
as the house lit by candles, so 
would it not be prudent to put 


“I have never found architects and 
quantity surveyors in the least un- 
responsive to the kind of copy 
that appeals to the normal run of 
intelligent people.” 


suitable wiring in new buildings 
from the start?” 
7. - 7. 

A FirRM of advertising agents 
has recently been circularising 
prospective clients with a letter 
that begins ingratiatingly as 
follows: 

“Dear Sir, 

We have noticed your ad- 
vertising in the trade press 
and in consequence we feel we 
can offer you a valuable ser- 
vice.” 

The operative words, of course, 
are “in qomoenenee.” 


* 
WATCHING A small boy read his 


Review of 
Advertising 
by 
COPYTASTER 


copy of The Eagle | was delighted 
to find that he spent just as much 
time and care on the strip for 
Wall's Ices as any of the editorial 
matter, and indeed he could and 
did regale me with quite a long 
and apparently comprehensive 
account of Tommy Walls’ adven- 
tures for the past six months or 
more. I asked him if he realised 
it was just an advertisement for ? 
Wall's Ices and he said “Of j 
course, and it’s jolly interesting.” 

This is impressive indeed, and 
if his memory works as mysteri- 
ously as mine he will still 
remember Tommy Walls in 
twenty or thirty years when all 
manner of much more important 
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The figure 


THE FIGURE of the tycoon is The Economist’s 
(not wholly serious) symbol for the kind of 
readership it achieves. He represents the 
successful man. And in the past few years 
more and more of Britain’s successful men have 
been (1) buying The Economist to keep them- 
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and the facts 


selves well-informed on matters of the day ; 
and (2) buying space in The Economist in 
order to bring their products to the attention 
of others of their kind. These two diagrams 
show the facts; and rarely can facts have 
spoken more plainly for themselves. 


I AVERAGE WEEKLY NET SALES OF THE ECONOMIST SINCE 1947 
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2 ADVERTISING SPACE SOLD IN THE ECONOMIST SINCE 1947 


Each symbol represents 100 advertisement pages 
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HALF YEAR ONLY: 569 pages 


The Economist 22 Ryder St. London SW1 - Whitehall 1511 
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The only publication 


for the advertising of products and services 


required by local government 


which is a 


MUST 


Si 


{ THE eed 
MUNICIPAL JOURN 


PUBLIC WORKS ENGINEER 


incorporating The Authorised Weekly Gazette 
and Index of Official Information, published 


aa NE OTA 


in collaboration with: 


The Ministry of Local Government and 


Planning 


The Ministry of Works 


The Home Office 


The Ministry of Education 


The Ministry of Transport 
The Ministry of Health 


The Ministry of Food 


THE MUNICIPAL JOURNAL LTD. 
3/4 Clements Inn, London, W.C.2 
Telephone HOLborn 2827 
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Review of Advertising— 
continued 


later events have long been for- 
gotten. To this day I can 
remember the name and address 
of a firm that sold itching powder 
and another that specialised in 
water pistols, and when someone 
recently gave me a Waverley 
cigarette 1 realised that if 1 went 
back to school I could walk 
almost blindfold to the oak tree 
in whose branches I smoked my 
first cigarette—a Waverley—and 
hid the rest of the packet for 
future use. 

Walls are not alone in catching 
them young, though | doubt if 
else is doing it so 
successfully. But think of the 
hundreds—perhaps thousands—of 
advertisers who ought to be 
putting aside a special allocation 
as a long-term investment, Shav- 
ing soaps and razors. Motor 
cycles and = cars. Cosmetics. 
There's no end to the list. 

It would need faith in one’s 
future, of course, to invest 
money now on advertising that 
could produce no volume of sales 
for years to come, but what a 
golden investment it could be! 
What were the Jesuits supposed 
to say? Give me a child until it 
is ten and it’s mine for the rest 
of its life? 

* * * 

THERE'S BEEN an epidemic of 
apparently meaningless advertise- 
ments recently. Who or what, for 
example, is The Marshall Organ- 
isation? I have read their adver- 
tisement very carefully and it 
might have been issued by any- 
one from a religious sect to a 
grower of roses. And _ there’s 
something called Schlumberger 
that crops up every now and 
again with some cryptic phrase, 
in a rather futuristic layout, in 
The Times. Perhaps it doesn’t 
matter. Perhaps every prospec- 
tive member of the Marshall 
Organisation and everybody who 
might conceivably buy a Schlum- 
berger is already well aware of 
what these advertisers are and 
what they do. But I wouldn't 
like to bet on it. 

* * * 

ISN'T THIS a splendid advertise- 
ment for Minors! (By the way, 
for how long have they ceased 
being called De Reszke Minors? 
I've only this moment noticed the 
famous tenor’s disappearance.) 
The headline does beg a question, 
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Win intelligent folk — 


Heened by GODF RET PmHLLIFE LIMITED 


“Isn't this a splendid advertise- 
ment for Minors!” 


of course, and the whole thing 
rather painfully rubs in the fact 
that once smoking has you in its 
grip you'll have a job to get away; 
but what an interesting advertise- 
ment it is, both to look at and 
to read. There’s not been a 
cigarette advertisement for years 
that was so likely to make people 
pause and look again more care- 
fully. The artist and copywriter 
are a superb team and I shall 
look out eagerly for their next 
production. 

There is just one danger in this 
kind of advertisement. It may 
be quite safe to set people asking 
themselves whether to give up 
smoking, and to remind them 
how miserable they will be if 
they do so. But the result might 
conceivably be quite damaging 
to sales, not because people gave 
up smoking but because they 
gave up Minors. When people 
know that something will stir up 
a bad conscience they shy away 
from it. The devil dreads holy 
water, and the heavy smoker 
dreads being reminded that he 
ought to give the whole thing up. 
Half unconsciously he may well 
argue that because Minors have 
joined forces with his conscience 
to nag at him, he'll avoid Minors 
from now on. 

It sounds far-fetched. But 
there is one well-known instance 
in the history of cigarette adver- 
tising when an apparently power- 
ful campaign did work in that 
way and sales went down. Let's 
hope that history won't be too 
boringly repetitive. 


One of the nicest of 
Festival _ displays 
was this one for 
Rolls Razor de- 
signed and _ con- 
structed by Milor 
Display Service. 
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Championship winners among every class of buyer 


Farmer & Stock-Breeper is known throughout the world 
as the most authoritative and up-to-date source of 
information on British agriculture. After 108 years, it is 
read every week by more than 125,000 farmers, 
merchants and others. 

Its 1951 Dairy Show issues offer advertisers an out- 
standing opportunity for placing their products before 
the most influential section of the farming community. 


FOREMOST IN THE FARMER’S TRUST 
BOOK YOUR SPACE Now! 


DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1 : 


The Show Pre-view on October 16 and the Show Number 
on October 23 form an indispensable buying guide to 
Britain’s new dairy machinery, techniques and equipment. 

An average post-war attendance of 100,000 is a 
measure of the Show’s importance. A high proportion 
of visitors are prospective buyers whose impressions will 


be crystallized by these Farmer & Stock-Breeper issues. 


mer & « Sock Breeder 
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WATERLOO 3333 (60 LINES) 
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How Metal Printing By Off-Set Litho 
Differs From Paper Printing 


By A. E, PALLETT, 
Publicity Manager, Metal Box Co. Ltd. 


which metal printing, for which the 
modern method of reproduction by 
offset lithography from photo-litho plates 
was invented, differs from paper printing. 

The metal being non-absorbent, the ink 
. stays on the surface and does not tend to 
sink in as it does on paper. 

The result of this is that either a long 
time must be allowed to elapse between the 
various printings, or some mechanical 
means of drying must be used. Admittedly 
a certain amount can be done by the formu- 
lation of the ink and the incorporation of 
additional “driers”, but even this does not 
make air-drying sufficiently quick for mass 
production. 

The problem has been overcome by 
stoving the sheets after each colour applica- 


Tone are a number of ways in 


tion. Originally this was done by hanging 
the wet sheets on racks and placing these in 
heated box ovens. Present practice is to use 
a tunnel oven immediately behind the 
printing press. The sheet of metal passes 
through the press, receives its impression 
and is carried on by endless belts to the 
mouth of the tunnel oven. Here it is picked 
up by the constantly travelling rack and 
carried through the carefully controlled 
heat of the tunnel. For high speed work 
special inks are used which will give a hard 
finish in only eight minutes stoving time. 

The metal printer is printing on metal, a 
material with a silvery, shiny surface not 
an opaque white surfaced stock like his 
brother the paper printer. 

For many subjects it is necessary to 


produce this opaque white surface before 


starting to run the colours. Until recently 
this was done by printing two, three or even 
four whites, but the comparatively recent 
introduction of pigmented roller coatings 
has rendered this unnecessary in many 
cases. These coatings, which have the 
appearance ‘of paint, and are applied by 
ordinary roller varnishing machines, are 
obtainable in any desired tint as well as 
white. They provide an excellent base for 
subsequent printings and have a consider- 
able decorative value. A pack, suitably 
designed, can be extremely effective with 
only one or two printings on a coated 
ground. j 

With one exception all metal containers 
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are formed after the metal is printed and 
dried.* ea 

During the fabricating processes and 
subsequent handling it is necessary to 
protect the inks. This is done by the appli- 
cation of varnish by roller machines which 
not only protects the decoration but 
enhances the appearance of the pack by 
giving it a glossy finish. The oleo-resinous 
type of varnish is still widely used but for 
certain classes of work it has been replaced 
by new varnishes having a synthetic base, 
such as melamine. These new varnishes 
are water clear and after stoving give a hard, 
high gloss, mar-proof surface superior to 
the slightly yellow tinged and more easily 
damaged finish of the older types. 

Recent improvements in the art of metal 
printing include the modern technique 
known as simultaneous varnishing. This 
involves the introduction of a varnishing 
machine between the printing press and the 
oven during the printing of the last colour. 
The varnish coat is then applied before the 
last printing has been stoved and while the 
ink is still wet. The two are then stoved 
together thus saving one operation. Special 
inks and varnishes had to be formulated 
before this method was successful. 


*Note.—The one exception is containers 
made by the extrusion process which is used 
for the manufacture of collapsible or rigid 
tubes. As the material from which they are 
produced is a disc or slug of metal it is obvious 
that they must be printed after fabrication. 


405 


Another development is the sizing coat, 
a film of colourless synthetic material of 
very thin consistency which is applied to 
the metal and stoved in the same way as 
ordinary varnish but before any decoration 
is started. This sizing coat greatly assists 
the adhesion of the coatings and the inks 
during fabrication. When the material is 
intended for a container of deep-drawn 
construction or intricate design where con- 
siderable tooling is necessary, the metal 
itself is subjected to considerable stresses. 
In these cases it is essential that the coating 
and inks should move with the metal with- 
out stripping from its surface. 

In the field of ink development a recent 
introduction is a range of metal printing 
inks for processed food cans which will 
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withstand the action of water and steam at 
240° F. and 10 Ib. pressure for at least an 
hour. These are known as process resistant 
inks. 

It is indeed a far cry from the hand- 
painted and hand applied transfers of the 
past to the high-speed printing and 


decorative effects obtained by the metal 
printers of to-day. ‘ 


The Swat cans’ two-colour decoration is on 
a coated background. The globe was 
printed in the flat and afterward formed into 


two semi-spheres joined at the equator. 


Alone amongst London 
evening newspapers THE STAR 
showed an INCREASE over the 
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THE STAR OFFERS ADVERTISERS THE BEST 


World’s Second Largest Evening Net Sale 


ROY CLARK, Advertisement Director, 


12-22, Bouverie Street, £.C.4 


’Phone: CENtral 5000 
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Another job well done --- by 


4 
décor ADVERTISING 
DESIGN DISPLAY: SCREEN PRINTING 


6 BROADMEAD BRISTOL | - telephone BRISTOL 26817-20460 
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Dunlop leadership in tyre research, design and manufacture 
has resulted in the modern Dunlop tyre with its many 
advanced features—features that give greater safety, increased 
skid resistance and longer life. That is why most motorists 


DUNLOP 


THE WORLD’S MASTER TYRE 


‘Drip Mats Can Put Your 


Message On The Counter’ 


By EDWARD TRESISE 


RIP Mats, or Coasters as they 

are called in the Americas, 
have long been recognised as an 
inexpensive publicity medium for 
“catching “em in their leisure 
moments” by brewers, distillers 
and soft drinks manufacturers. 
They are now also used by many 
other trades and services, includ- 
ing manufacturers of motor-tyres, 
golf balls, motor-cars, tobacco 
and cigarettes, cattle foods, 
tractors and even such products 
as pit tubs; and by food packers, 
hotel proprietors, travel agencies 
and car-hire and taxi firms. 

Brewers and hotel owners are 
generally co-operative in facili- 
tating the introduction of mats 
into their houses; and milk-bars, 
cafes, clubs and transport snack- 
bars are always only too glad to 
get hold of them because, quite 
apart from their bright appear- 
ance and the publicity they carry, 
they have an excellent and appre- 
ciated utility value in the protec- 
tion they afford to polished sur- 
faces, and piano tops. 

As “point-of-sale” (or should 
it be “Pint-of-sale”) medium 
drip mats are supreme for many 
trades. At the moment of choice- 
making—‘“What are you having” 
—the message is there, literally 
at the elbow. And with the 
advent of more and more “free 
trade” in the brewing world, the 
method of putting over the 
message increases in value. 

Mats are produced in a variety 
of thicknesses. Most popular is 
2mm board with either a smooth 
or fine-point embossed finish. For 
cocktail bars and dining rooms, 
a thinner 1mm _ substance is 
sometimes preferred, so the ad- 
vertiser can issue a far greater 
quantity for the same outlay. An 
American customer wrote to say 
he preferred the Imm weight as 
“in the U.S.A. we treat our mats 
like our cars—use them once, 
then have a new one.” 


Stopping 
The Rattle 


The co-efficiency of absorption 
of the board is roughly in propor- 
tion to its thickness. Visitors to 
Germany will recall the heavy 
4 mm mats in use there. Small 
stocks of these are now available 
in the U.K. An alternative 
material in popular use for 
aperitifs is cellulose wadding—a 
flimsy tissue-like material which 
prints most attractively and can 
be slit so as to fasten on to the 
base of a cocktail or sherry glass. 


This material also has anti-vibra- 


Chairman, Drip Mat Association 


tion properties and is used by 
several airlines for insertion be- 
tween cups and saucers to pre- 
vent rattle. In two instances 
these are supplied to cigarette 
manufacturers who in turn 
supply them free of charge for 
use on the aircraft. 

A considerable export business 
in mats has grown since the war. 
Much of this business has been 
on behalf of British firms anxious 
to publicise their goods abroad. 
The export of mats at world- 
competitive prices is remarkable: 
The board is generally of Scandi- 
navian origin and is shipped to 
this country in sheet form; the 
cutting, embossing and printing 
are then carried out and- the 
finished roduct _re-exported. 
Because of the fairly high pro- 
portion of waste and offcut, a 
much lighter tonnage is finally 
shipped, thus saving freightage 
charges. As most of the world’s 
drip mats are produced on Scan- 
dinavian board, the compara- 
tively short sea trip to U.K. 
enables us to compete effectively 
in world markets. 


Weird And © 
Wonderful Shapes 


Novel applications of the mats 
have included the promotion of 
political messages and national 
“whispering campaigns.” A few 
years ago for instance, the 
Belgian brewers were threatened 
with tax increases under a Bene- 
lux arrangement. One morning 
the beer-loving Belgians found 
mats under every glass of ale, 
bearing a tersely worded slogan 
calling on them to unite in oppos- 
ing the scheme. Thus the entire 
drinking population were con- 
tacted simultaneously at the 
“talking point”—their favourite 
cafe or bar. 

A London bar uses mats bear- 
ing a greeting to absent friends 
and the barman will attach a 
stamp and post the mat, 
addressed on the reverse side, to 
customers, and friends out of 
Town or abroad. A Dublin firm 
has produced a striking mat in 
two-colour-half-tone of a golf 
ball, and this is widely distributed 
to golf clubs. 

Special shapes are no problem 
and a new cutting method 
enables these to be made very 
cheaply. Current productions 
are in the shape of the islands of 
Malta and Guernsey; these will @ 
undoubtedly be collected by J 
souvenir hunters. Other specials 
have been in barrel and shamroc 
shapes. 4 t 
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CAMBRIDGESHIRE TIMES 


GROUP 


* 
TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


July—Dec. 1950 
A.B.C. Figures 


London 


Representative : 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


COMMERCIAL AID PRINTING SERVICE 


Offer the complete 


Varityping Service 


@ Setting for Photo Litho. 


@ Direct Plate Setting for Multilith and Rotaprint users. 
@ Lithographic Duplicating. 


@ Photo Litho Printing. 


Equipped to execute all stages of 
Vorityper, Lithographic Printing 
and Duplicating, we are, however, 


3 RATHBONE 
LET EE 


sT., 


wW.t. 


prepared to undertake any phase 
of the process for firms with their 
own equipment. 


MUS. 0653, 4103 


LE IOI ETE 
j 
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LONDON COUNTY COUNCIL 


Camberwell School 
of Arts and Crafts 


PECKHAM ROAD, S.E.5 
RODney 4937 
Principal : L. J. DANIELS, 
ARCA. 


DRAWING AND PAINTING 
MODELLING AND 
SCULPTURE 


DESIGN 
Commercial and Industrial 
Design Display 
Interior Decoration 
Ilustration, Lithography 


CRAFTS 
Bookbinding, Cabinet Making 
and Jewellery, Embroidery, 

Pottery, Silversmithing, 

Weaving 


PRINTING AND BINDING 
Composing, Layout, Linotype, 
Monotype, Machine-minding, 
Warehouse and Bookbinding, 
Part Time Courses for the Trade 


Enrolment: Mon., 17th Sept., 

to Fri., 2ist September, 1951, 

between I! a.m. and 5 p.m. 

Typography. 4 acme re- 
r d r r b 


DAY & EVENING CLASSES 


Further particulars from the 
Secretary (518) 


js 


(NEWS) 


OPSA DATA 


JERUSALEM 


Contrary to reports, the 
rate for 

*FALASTIN,’ 
Arabic daily published in 
Old City, Jerusalem, Jordan, 
is unchanged at 6/- per s/c 
inch. 


TRIPOLI 
*TARABLUS EL GHARB’ 
Arabic daily Tripoli. 
New rates are now in force. 

Details on request. 


All Particulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY C° 

110. Fleet St.London.£04 Cen. 549467870 
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New Colour Process Gives 
Prints From Any Camera 


A method of colour photography using almost any ordinary 

camera at snapshot speeds is outlined in a recent Patra 

report, summarised here. Separations for gravure, litho 
or offset plates can be made from the paper positives. 


APER Prints in full colour 

made from negatives taken 
in almost any ordinary camera 
at snapshot speeds are the out- 
standing feature of a new 
process of colour photography, 
described in a new Patra report* 
by V. G. W. Harrison and F: B. 
Meech. Colour separations, for 
litho, gravure or offset plates, 
may be made from the nega- 
tives or from the paper positives. 
Processing of the materials is 
stated to present no special 
difficulty. 

There are three layers on the 
negative film. The top layer is 
non-colour-sensitive, the second is 
made sensitive to green, the bot- 
tom layer to red. A yellow filter 
between top and middle layers 
prevents blue light fogging the 
red and green images. Colourless 
compounds in the layers respond 
to a colour-forming developer to 
produce a dye. 

The report describes the light 
sources and exposures which will 
give the best results. 

For studio portriiture or still- 
life work with a good camera 
using artificial light, the results 
are stated to be very satisfactory. 

Outdoor shots in dull light tend 
to be disappointing, but some 
good work has been done out of 
doors in good light. 

There are no particular difficul- 
ties in developing the negatives. 
The process consists of develop- 
ment for six to eight minutes, an 
intermediate bath for two minutes 
to prevent the film swelling or 
fraying, thorough washing for 15 
minutes in running water, then a 
bleach bath for five minutes, fol- 
lowed by a second washing for a 
similar time, a fixing bath for 
five minutes and a final washing 
in running water for a half-hour. 


How Prints 
Are Made 


All the chemicals needed are 
supplied by Agfa in dry form. 
Controlled temperatures and free- 
dom from dust are important. 

Prints can be made by contact 
or by enlargement, and colour 
correction takes place at this 
stage. 

An ordinary black-and-white 
print can be made from the 
colour negative to enable one to 
decide whether making a colour 


print is worth while and to pro- 
vide the. correct basic exposure 
for making an uncorrected colour 
print on Agfa-colour paper. 

Correct exposure of the colour 
prints through any combination 
of filters is calculated from the 
basic exposure of the uncorrected 
colour (null) copy. 

This null copy may need no 
correction, but if it shows colour 
bias in one direction or another 
subsequent colour prints are made 
with suitable filters, supplied in 
sets of 11 for each of the three 
colours (yellow, cyan, magenta). 


Nine Stages 
Of Developing 

Where considerable correction 
is required mosaic filters are used. 
There are three of these, giving 
combinations of yellow and 
magenta, or yellow and cyan, or 
magenta and cyan. A print made 
with one of these between paper 
and negative enables the correct 
combination of filters for the 
final print to be determined. 

With studio work with stan- 
dard lighting some of these steps 
may be unnecessary, monochrome 
and mosaic prints being, of 
course, dispensed with, and prob- 
ably the null copy alone being 
sufficient. 

There are nine stages in devel- 
oping the colour prints: Devel- 
opment up to five minutes, inter- 
mediate bath for two minutes, 
washing for 10 minutes, stop bath 
for five minutes, second washing 
for three, bleach bath for three, 
third washing for three, fixing 
bath for three, final wash for 30 
minutes. 

The colour prints are stated to 
fade after exposure for some time 
to direct sunlight, but to stand up 
quite well to diffused daylight. 
The permanency can be improved 


~ by treatment of the finished prints 


in a new solution just released. 

Some lack of sharpness is 
noticeable with miniature films, 
and 6 by 6 cm, is the smallest size 
recommended for enlarging to 
whole plate size or over. 

Little retouching is possible on 
negatives or prints. 

Experiments are needed to 
prove the advantages or limita- 
tions of this process for colour 
printing use. 


*Agtacolor’: Patra Interim Report 
No. 61; by V. G. W. Harrison and 
B. Meech. 
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The Centre of 
Blackpool's @ Illuminations 


Will » Be 


The Electric 


Your Advertisement in *““LIGHTS’ 
SPECIAL SHORT PERIOD RESERVATION 


May Ist to October 31st—11 a.m. to 11 p.m. 
(During Huminations to Midnight) 


26 weeks @ £15 per week. 
13 weeks @ £20 per week. 
November Ist to April 30th—7 p.m. to 11 p.m. 
26 weeks @ £10 per week. 
13 weeks @ £12 10s. per week. 
52 week period @ £10 per week 


Illustrated Brochure sent on request. 


ELECTRIC NEWS LIMITED 


3 EDWARD ST., BLACKPOOL 
Telephone : 24680 
B. M. KAPLANSKY, Publicity Director. K. WOODWARD, News Editor. 


The Electiie Wewspaper 


_———— 
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and New - 


COMMENCING . . . issue dated December 15th 


PRINTING ... full-colour photogravure (no blocks required) 


RATE . . . £1,100 per page, £550 per half-page 


Colour will be run in certain issues only; dates will therefore 


be by negotiation and early application is desirable. 


For further information telephone Central 7521 or write 


Lieetve ¥ 


SPARKES, ADVERTISEMENT 
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EXPORT MARKETING. & ADVERTISING 


An Advertising Agent On The Spot Is 


Essential In South Africa 


market suddenly closed to 

British goods. Local industry 
was given a golden opportunity: 
the chance of developing with- 
out foreign competition. But 
the period of grace has run out. 
Import restrictions are being 
relaxed again, and British ex- 
porters are once more investi- 
gating the potentialities of the 
market. 

They are finding that, although 
South African industry has made 
the most of its opportunities dur- 
ing the lull, South Africans are 
still hungry for imports and will 
be for many years to come. 

Local competition for exporters 
is fiercer, of course, and will be- 
come more so as the country 
develops. It is not an easy mar- 
ket and there is no .ready-made, 
standard approach to it. 


Three Million 
White Customers 


Take a look at the customers. 
Of the 3 million whites, 60 per 
cent speak Afrikaans, the re- 
mainder English. The traditions 
and culture of these two groups 
are as different in detail as would 
be expected between the peoples 
of two different nations. Or per- 
haps, in another sense, they are 
as different as a born farmer and 
a confirmed city dweller. Neither 
group can be talked down to, nor 
can they be misled any more 
easily than can the average 
Englishman. Few are impressed 
by the country of origin of the 
goods they buy, although it is 
fortunate for Britain that past 
experience still leads them to 
believe that British is Best or, at 
least, worth having a look at. 

Outnumbering the whites nearly 
three to one, are the 8 million 
Africans, most of them illiterate. 
These share seven major Bantu 
languages. 

And on top of that there are 
thousands of coloureds, Indians, 
Chinese and Malays to be taken 


‘Advertising and 
selling problems 
in Switzerland ? 


I: 1949 the South African 


into account. All these people 
between them earned, in 1950, a 
total of £832 million, 

Before attempting to tackle this 
profitable market, the would-be 
exporter must know some of the 
more obvious pitfalls. 

The very mixed nature of the 
population demands caution when 
making any sort of appeal. For 
example, the town-bred African 
will sport the most hideous 
designs in clothing and will 
almost sell his soul for a bicycle 
which drips with ornaments. On 
the other hand, the kraal African 
will reject inartistic ornament 
and will go for colours which 
have some tribal significance. 

The working-class Afrikaaner 
is attracted by low prices but is 
apt to buy more than he can 
afford through the too easy instal- 
mert ‘system. The country 
Afrikaaner tends to frugality in 
most things and cares less about 
smartness and fancy design than 
hard wearing quality. 

Most whites in the cities enjoy 
a high standard of living and 
shoddy goods are given scant 
attention. 

Although nearly all whites 
understand English, Afrikaaners 
prefer to see sales appeals in 
their own language. But mere 
translations will not do. Much 
English idiom is meaningless 
when translated literally. Humour 
which strikes the English_ bell 
may toll the knell of lost*sales 
with the Afrikaaner. He must 
be appealed to in the medium he 
understands by people who under- 
stand him. 

It is a common error to imagine 
that English culture and tradi- 
tions obtain in the Union as in 
England. This is not true even 
of South Africans of English 
descent. An example may give 
sufficient evidence of this. Some 
time ago copy was prepared in 
which reference was made to the 
“Walrus and the Carpenter” and 
in another series, to “Aladdin.” 
Both were rejected on the grounds 
that the average reader would 
not know of those characters. 


PUBLICITAS 
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—says C. D. J. HILLS 


—who left England shortly after the war to con- 
tinue his agency work as copywriter - account 
executive in South Africa, He returned recently 
for the International Advertising Conference and 
wrote this article on conditions in the Union. 


Subsequent private inquiries 
amongst a fair cross section of 
the populace confirmed the truth 
of this. Here are some facts, 
ignorance of which will affect the 
success of a campaign. 


Climate Is 
Fickle There, Too 


There is little or no rain in a 
Transvaal winter. Cape Town 
winters are wet and windy. Mid- 
winter in Natal is like a fine 
English summer. The climate 
varies so much in various parts 
that it must be considered when 
planning certain types of cam- 
paign. 

Some parts are very highly 
developed, as, for example, the 
Hillbrow district of Johannes- 
burg, a high class residential 
quarter, which is nearing the 
distinction of housing the greatest 
number of people per acre in the 
world. At the other extreme, 
neighbours are a hundred miles 
or so apart and have never known 
the boon of electricity. 

This recalls the occasion when 
a certain English manufacturer 
sent electrical appliances to farm 
areas where the oi! lamp is still 
in vogue. That he even sold a 
few is no excuse. On the other 
hand, a well informed exporter is 
marketing an iron which looks 
very modern and gets its heat 
from paraffin. 

This diversity produces a prob- 
lem when a national campaign is 
projected. For national coverage, 
it is best to use national journals, 
but the appeal must allow for 
variations in consumer reaction 
in various towns and provinces, 
and the language difference must 
also be taken into account. 

The technical Press is more 
easily tackled, for technical jargon 


is universal. Even so, the 
Afrikaans technician must be 
addressed in his own language. 
A competent knowledge of even 
these few points requires lengthy 
experience on the spot. The best 
approach to the problem of 
“finding out” is to appoint a 
South African advertising agent 
to carry out market research and 
then allow him to handle the 
account his way. There are agen- 
cies in the Union whose standards 
of work compare with the best 
anywhere. There is proof avail- 
able that they do a first rate job 


of selling. In layout, copy and 
art work their standards are 
equally high. The _ year-old 


Springbok commercial radio net- 
work has proved a great success 
and work for this medium forms 
a large part of agency activity. 
Market research, copy testing, 
split run surveys and public rela- 
tions are features of the work of 
the best agencies. 

It is rather difficult to 
understand why home agencies 
insist on doing the so-called basic 
work for overseas. Can they 
justify this “direction” of an 
account which is subject to so 
many foreign influences in a 
foreign country? If indeed they 
know the basis of a campaign to 
fit such conditions, all they need 
is a placing agency abroad. 

Surely the best approach is to 
pass the foreign business to the 
agent overseas, lock, stock and 
barrel, for him to deal with as 
conditions demand. 

This aspect of overseas adver- 
tising is indeed thorny and will 
have to be thrashed out eventu- 
ally, but the fact remains that 


the exporter must look finally to ; 


the overseas agency for the in- 
formation he wants and for the 
selling of his products. Especially 
does this apply in South Africa. 


F 


+++ is the leading and largest adver- 

tising agency with 50 branch offices. 

General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully sonpect 


oreign 
3 Av. iaatena. Lausanne 
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IN DENMARK — 
HJEMMET takes you Home 


If you wanted to make sure that your advertisement 
penetrated into every single home in Denmark, you would 
have to use a very large number of media, and the more 
media you added to your list, the more duplication you 
would pay for. 

Fortunately this is not necessary. Although wealth is 
divided reasonably evenly in Denmark, there are never- 
theless considerable variations in income and the 
opportunities for the sale of imported goods are poorest 
in the lower income brackets. By advertising in Hjemmet, 
Denmark's leading magazine, you will reach not a small 
snob audience but a high proportion of the solid middle- 
class public which has the means to buy imported products 
—well over a quarter of a million families representing a 
quarter of the country’s entire population. 

For products of special appeal to women, our magazine 
ALT for Damerne (Everything for the Ladies) is the tops, 
with a net sale of 204,556 among women of the class you 
want to reach. 


Advertising in 


South 


at South Africa. . . but see 
that you see it through the eyes of an 
experienced and competent Advertis- 


HJEMMET 
Denmark's leading weekly. 
Exclusively represented in Great Britain by 
JOSHUA B. POWERS LTD 


14 Cockspur Street, London, S.W.! 


ing Agency. 

Southern Adservice Ltd. is a dual 
organisation being duplicated by a 
complete staff of Afrikaans personnel. 
The English team come from some 
of the best English agencies. 


ers eee There is a fully staffed Public 


Relations Department, and facilities 
for copy testing and market research. 


The Southern Adservice highly 
skilled team of radio script writers 
were responsible for the first sports 
commentary and have done every 
sports commentary since the inaug- 
uration of Springbok Radio a year 
ago. Most of the sports commentaries 
are on International events; other 
famous broadcasts include the 
Piddingtons and many other celebri- 
ties engaged by this agency. 

Full details of our activities with 
specimens will be gladly supplied to 
interested parties. 


The Agency known by the 


accounts it keeps 


SOUTHERN 
ADSERVICE trp 


PANAMA HOUSE, COMMISSIONER STREET 
JOHANNESBURG 


Some of our accounts 


Dorman Long Africa Lid.. The South African Wool es oe MacGregor Ltd., 
beock j pard. wcharg Chocolate Ltd., 
_ rae seems: ta8.. Prestcold Limited, Government Miners Train- 
Maconochies Ltd.. Klipfontein Organic ing Schools, 
The Dairy Industry Control \. Sesco Ltd. (Tube Invest- 

Board, On 


LARGE FAMILIES 


de Volkskrant’ 


(the largest Dutch Catholic morning paper) 


you bring your message every morning before break- 
fast to well-to-do Dutch families of which 50% have 
four or more children. 


*Circulation 170.000, of which 955% is 
delivered to homes; 5% is sold on the 
streets and at the stations. 


Representatives for the United Kingdom: Will Kitchen Jr., 
131 Fleet Street, London, E.C.4. Tel.: CEN 1960, 3133, 3754. 
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CAPE 


Cover South Africa with... 


TIMES 


CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 
° SOUTH AFRICAN WOMAN’S WEEKLY 


RAND DAILY MAIL 
SUNDAY EXPRESS 


HOME JOURNAL OF THE 
SUNDAY EXPRESS 


SUNDAY TIMES 


N€WSPAPERS LTD 


24 Holborn, London, E.C.!. Tel. HOLborn 4144 


* 


COVER SWEDEN 


THROUGH 


A&A 


In Sweden A & A magazines have 
a combined net sale of 1,711,827 
copies—78% of the total number 
of homes (2,174,379). 


Set BS KO ak we 
. 


LONDON OFFICE 


FRANK L.CRANE 


69 FLEET ST. E.C.4. PHONE: CEN.28B11 


EALING 3362 
o 
o Fi2i 


GIANT ENLARGEMENTS 


RENART stupio tp 


Exclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, 5.W.1 
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FXPORT MARKETING 


Israel Wants 
British Capital 


Goods 


By C. EPHRONY 
Director, Ephrony Advertising, Tel-Aviv 


ALESTINE, the country of 

immigration, irrigation 
schemes, industrial and agricul- 
tural development, with its 
continued needs for an uninter- 
rupted flow of machinery, 
equipment, spare parts, raw 
materials, food-stuffs and other 
essential commodities, has long 
been an interesting market for 
exporting countries. Since the 


establishment of the new state - 


of Israel in May 1948, its value 
as a market for such exports has 
become much greater, and its 
potentialities have considerably 
increased. 

The chief reasons for this con- 
dition from the British exporter’s 
viewpoint are easily summarised. 

Growth of population has been 
quite unprecedented because of 
the intake, over and above nor- 
mal growth, of 200,000 per year 
(including almost whole Jewish 
communities) from abroad. 

Vast development schemes 
have been grafted on to every 
branch of Israel's economy, with 
the object of absorbing the huge 
stream of immigration, and the 
quick integration of the new- 
comers into the economic life of 
the country. 

Here are some striking figures 
showing the dynamic development 
which has taken place during the 
last few years: 

The number of industrial estab- 
lishments increased 42 per cent 
between May 1948, and July 1950. 

Israel’s cultivated area, during 
the farm year October 1949-Sep- 
tember 1950, increased 50 per 
cent. 

From May 1948, until the close 
of 1950 more than 80,000 rooms 
had been completed and an addi- 
tional 50,000 were under con- 
struction as part of a concentrated 
drive to accommodate the influx 
of immigrants. 

Civilian motor vehicles in- 
creased from 14,600 in December 
1948 to 36,706 in December 1950. 

Total commodity imports 
jumped from 1£38 million in 1949 
to 1£102-6 million in 1950. This 
figure was made up of consumer 
goods, 26 per cent, capital goods, 
34 per cent, and the remainder in 
the form of raw materials and 


Israel has emerged, after three 
years, as a_ well - established 
sovereign state. Industrial 
development goes on apace, so 
that there is constant demand for 
more and more capital goods. At 
the same time immigration con- 
tinues and absorption of the new- 
comers poses serious problems. 


fuel for agriculture and industry. 

During the 30 years of the 
British Mandatory Administra- 
tion, extensive commercial and 
cultural relations grew up between 
England and Israel. Britain’s part 
in Israel's imports was large and 
important, consisting of industrial 
and agricultural equipment, fer- 
tilisers, building materials, motor 
vehicles of all kinds, textiles, etc. 
On the other hand, Britain was 
then, as now, a traditionally good 
client for Jaffa oranges. 

Excellent quality of unvarying 
consistency has given British 
goods a predominant reputation 
in the Israeli market, whilst the 
continuation of British cultural 
influence can easily be gauged 
from the fact that after Hebrew, 
English is the most studied and 
used language in Israel—this 
despite the predominence of con- 
tinental European elements 
among the population. 

Modern Israel uses every 
variety of up-to-date publicity— 
Press, outdoor, cinema, etc. She 
possesses no fewer than 15 daily 
newspapers, including the Hebrew 
Haaretz, established in 1919, and, 
also Hebrew, Davar (1925). The 
English language Jerusalem Post 
came out in 1930. 


There are also numerous 
general, illustrated, trade and 
technical publications. Some of 


the latter are of a high profes- 
sional standard and reputation 
indeed. Such are Harefuah, the 
Israel medical journal; Hassadeh, 
an agricultural magazine; the 
engineer’s and architect's journals, 
and the organ of the Manufac- 
turer’s Association, Ha-ta-asiya. 

An average price for advertis- 


Continued on page 420 
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HITCHING 


Gee & Watson is an old-established concern, in which know- 
ledge and experience have been passed down over the years. 
This asset is allied to an outlook which fundamentally presents 

at every window the extreme energy of youth. 

One of the secrets of this refreshing spirit of drive is that our 
Directors and Departmental Managers are all of an age around 
the early forties—so that their ambitions have similar perspective 
and they possess the enthusiasm of youth tempered by a maturity 


of experience. They enthusiastically strive together in the conviction 


that they have “ hitched their wagons to the right star ”’. 


Of course, we have faults — every organisation has imperfections— 
but when a fault becomes apparent, we go all out to probe its root 
cause and to correct it. This must be a contributory factor to our 
growth. The organisation which wins out and renders the greatest 
service to its customers is the one which does not blind itself to faults, 


but which tackles and remedies them with tireless energy. 


Gale & WALSOM 


111 SHOE LANE LONDON EC4 
TELEPHONE CENTRAL 6555 Eighteen Lines 


Process Engravers * Creative Artists and 
Photographers + Advertisement Typesetters 
Stereotypers and Electrotypers 


Northern Office at 4 Chapel Walks Manchester 2 Blackfriars ¢660 
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MODELS give 


Pp ERFECTION in design and 


Be "| REROGRAPH 
. LOWER — 


TYPE N 
AIRBRUSH 


TYPE NSE . 
AIRBRUSH 


Ask your dealer for full details or write tox 
THE AEROGRAPH CO.LTD. Lower Sypenuam. 


LONDON, S.E.26.4W0 Ar @/RMINGHAM -8R/8TOL - GLASGOW - MANCHESTER 


and 
ice Cream 


La ie 


‘if » Te (i f 


tsb tsetd 


\hompson This 20” x 15” Poster was designed 

and screen printed by us to illus- 

trate a prize winning slogan. 

10,000 were produced in 6 colours 

including a half tone. 

YEOVIL One example of our service to 
TEL : 1981/2 national advertisers . 


ADVERTISING - DESIGN - MARKETING - . DISPLAY 


ISSUED BY SCREEN PRINTING DIVISION 


‘NEW GERMAN BILL IS A 
THREAT TO ADVERTISING’ 


Latest developments affecting market conditions and adver- 
tising facilities overseas are featured in this selection from 
reports sent to the British Export Trade Advertising 


EUROPE 


France: The Paris monthly 
Realités, published in France and 
England, reports an audited cir- 
culation for July 1951 of 118,500 
copies, including 110.850 sub- 
scribers. The majority—58 per 
cent—of subscribers reside in the 


| French provinces. 


(Publicis (France) Ltd.) 
* * « 


y: For a population of 
50,581,000, there is now one illus- 
trated magazine for each nine 
inhabitants. The largest papers 
in this group include those listed 
in the table. 


Corporation from its associates abroad. 


March-June 1951 of 4,226,127 
D.M. Next largest advertisers 
are the manufacturers of laxatives 
and slimming pills, with a total 
of 705,566 D.M. for the period 
from March to June 1951; radio 
comes next with 212,890 D.M 
from April-June 1951. 

(Carl Gabler, G.m.b.H.) 


* * * 


The Leipzig Trade Fair now 
taking place (September 2-7) has 
made a determined effort to 
enlarge its international basis. 
Nearly 6,000 manufacturers took 
up an area of about 861,120 
square feet in fourteen halls. In 


| Circulation _ Rate per ful 
| lst =~ ie. 


Title — | oD 
Quick: Munich 801,586 | 11,200 
‘eue Illustrierte 636,607 9,600 
pee 566,460 8,800 
Frankfurter Ubuserier te Frankfurt 512,120 7,600 
elt unich 1,038 5,600 
Revue Munich {32°20 6,500 
Munchner Illustrierte— Munich 385,628 5,084 
Schwabische Iilustrierte Stuttgart 285,000 4,800 
i 


All these circulations are audited. 


* * ¥* 


A new bill to regulate financial 
help to industry, now before the 
German Parliament, includes 
clauses which may constitute a 
danger to advertising. In the 
assessment of the financial basis 
of companies seeking assistance, 
operating expenses may 
deducted when they are indispens- 
able to the running of the works, 
but not advertising appropria- 
tions. 

The German advertising indus- 
try has addressed a petition to 
the Federal Government stating 
that these rules, if enacted, would 
discriminate unfairly against ad- 
vertising and may spell] ruin not 
only to many of its members, 
but also to numerous newspapers, 
Magazines, and many branches of 
industry. 


* * * 


A recent compilation of adver- 
tising appropriations shows that 
the cigarette industry is the 
largest and most consistent adver- 
tiser in Germany; the relevant 
figures show a total of 1,884,230 
D.M. for June 1951, practically 
the same as for June 1950, when 
the figures were 1.883.224 D.M. 
Next came cosmetics, which 
showed a total expenditure from 


order to obtain a wider partici- 
pation from foreign industrialists, 
nearly one hundred offices in 
Europe and overseas were created 
and are already at work for the 
1952 Fair. 

* * * 

Greece: In spite of the parlous 
state of Greek economy, the 
decline in the price of some raw 
materials appears to have given 
a fillip to business, and hence to 
advertising. However, _ well- 
informed businessmen are chary 
of regarding this as a permanent 
improvement, as long as the 
Greek trade balances are so 
hopelessly unbalanced. 

Greece is still very largely 
dependent on imported goods. 
For the year ending June 30, 1952, 
the import programme has been 
fixed at roughly $300 million, 
comprising almost solely essen- 
tial goods, and $76,900,000 for 
capital equipment under the re- 
construction programme. Against 
this, Greek exports, to put them 
at their highest, will not exceed 
$92 million. Half of this is 
accounted for by Greek tobacco, 
which is becoming increasingly 
difficult to market against 
American and Rhodesian compe- 
tition. The deficit can only be met 
by foreign aid, in the shape of 
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VUTTVVTTTTY TT 


THE SECOND BRITISH 


FOOD FAIR 


Promoted by the FOOD MANUFACTURERS’ FEDERATION Incorporated 


The British Food Fair—the most notable success in recent 
years—is to be held at Olympia again next year. 

From the enquiries already received from previous exhibi- 
tors, it seems certain that demands for: space will exceed 
the area available. 


TO PROSPECTIVE EXHIBITORS: 


Write immediately for prospectus and applica- 
tion form. Applications will be dealt with in 
order of priority and it is to the exhibitor’s 
interest to act at once. 


GENERAL ORGANISER BRITISH FOOD FAIR, 
57 CATHERINE PLACE, LONDON, S.W.1. TELEPHONE: VICTORIA 3674-5 
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WORAHE.. 


CINEMA 


Audh 
UKE IT 


WALLACE PRODUCTIONS LTD. Wallace Centre, 8 Berwick St, W.I. %/ Gerrard 2639 


A member of the Screen Advertising Group of the err of Specialised Film Producers 


SCREEN PUBLICITY WITH A PUNCH! 
Ht is the ideal setting for your Screen Advertising : a regular cinema 
screen feature enjoying popular acceptance. ‘SIGNS OF THE TIMES’ 
presents all the attention-gripping interest of a NEWSREEL — it has both 
animation and sound. The advertiser's ‘solus position’ is preceded and 
followed by News, Humour, Sport and Travel stories, and this background 
of sustained 
attention of an audi 
receptive mood. 


PRODUCED THROUGHOUT 
IN FULL TECHNICOLOR 


interest ensures the undivided 
e of millions, in highly 


INTERMEDIATE AND FINAL 


EXAMINATIONS 


OF THE ADVERTISING ASSOCIATION 


Complete courses are available 
for a limited number of students 
Students wishing to sit for 
Division “A” are required to show 
that they have passed a quali- 
fying examination or can obtan 
exemption from doing so in accord- 
ance with the regulations of the 
Advertising Association, 

Enrolment: September 17th to 
Ist inclusive. 


LONDON COUNTY COUNCIL 


COLLEGE for the DISTRIBUTIVE TRADES 
107 CHARING CROSS RD, LONDON, W.C.2 


: (559) 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 
245 VAUXHALL BRIDGE ROAD 
VICTORIA > S.W.1_+ TEL. ViC_0912-3 


HENDON 
BILLPOSTING 
COMPANY 


& SESE 


ome! 


with a 
D.P. PAINT TRANSFER 


There it is—YOUR MESSAGE! 
In bright forceful colours—right 
at the point of sale, with its clean- 
. cut appearance, and real ability 
to help shift the goods. Remem- 
ber the dealer's window space is 
limited, so act now and “get your 
product home!” 

@ EASILY APPLIED 

@ WEATHERPROOF 


@ FAST COLOURS 
@ LONG LASTING 
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EXPORT MARKETING 


Bulletin from Betac—continued 


E.C.A. grants and European Pay- 
ments Union credits. 


* * * 


Italy: The second National 
Advertising Congress, sponsored 
by the Italian Advertising Federa- 
tion, with the participation of 
U.P.A, (Utenti Pubblicita Asso- 
ciati) will be held in Genoa from 
October 5-7. 

(Schaub-Thibaud, Milan) 
* * * 


Netherlands: It is expected that 
at least five hundred delegates 
will attend the World Tobacco 
Congress in Amsterdam; 45 dif- 
ferent countries will be repre- 
sented, 38 of which will take part 
in the Tobacco Exhibition to be 
held from September 17-30. 

* * * 


ASIA 


Indonesia: Indonesia has signed 
a series of trade agreements with 
Denmark, Poland, and Germany, 
and has extended for a further 
year that with Japan. In all these 
treaties, Indonesia agrees to sup- 
ply copra, tapioca, tobacco, rub- 
ber, tin, tea, and coffee; imports 
are generally manufactured pro- 
ducts which cannot be made in 
Indonesia. 

* & ” 

Motor vehicles registered in 
Indonesia as at January 1951 
numbered 68,000, an increase of 
about 17,000 on the 1950 figure. 
It is estimated that about 58 per 
cent of cars, 80 per cent of trucks 
and buses, and 12 per cent of 
motor cycles imported during the 
period 1946-1950 came from the 
U.S.A. The United Kingdom sup- 
plied 23 per cent of the cars and 
75 per cent of the motor cycles. 

The disproportion between 
American and British motor 
vehicles exported to Indonesia 
will be even more marked this 
year. Currency has been allotted 
by the Indonesian authorities for 
the import, during the first six 
months of 1951, of 12,404 Ameri- 
can vehicles as against only 1,458 
from Britain. 

* *& * 


AMERICA 


US.A.: While the American 
market has never been more pros- 
perous and personal incomes are 
at an all-time high, business out- 
look nevertheless appears to be 
somewhat confused. Chief worry 
of American business is the huge 
amount of stocks carried by most 
industries. 

The motor industry, for in- 
stance, carries the record stock 
of $2,700 million as against 
$1,600 million last year. 

The building industry is in the 
same position: stocks aggregate 
$2,800 million—an increase of 
$800 million against last year. 

The same tale can be told in 
the home furnishings industry, 
where inventories are at 


record figure of $1,900 million 


($800 

year). 

These figures demonstrate the 

need for even more and better 

advertising and promotional work. 
* oe ue 

Cuba: Cuba is experiencing an 
unprecedented boom. Building 
construction licences have nearly 
trebled in value since 1947, when 
prosperity was already at hand. 
Money flows abundantly and is 
easily spent. 

Bank clearings in May were 
$371,300,000 against $248,600,000 
during the same month of 1950. 
The market for modern conveni- 
ences and luxuries is expanding 
apace. Motor cars head the list, 
with electrical goods second. The 
sale of TV sets has been spec- 
tacular: within six months of the 
opening of two plants in Havana, 
the estimated number of sets sold 
was close to 20,000. 

The present boom in Cuba may 
partly account for the eagerness 
of the British Government to 
conclude a trade agreement with 
that country, in spite of the 
numerous protests it has evoked. 
Chief argument against it, owing 
to the “most favoured nation 
clause” is that Cuban tariff con- 
cessions on British goods will 
Have to be granted to thirty other 
nations. The fact remains that 
Cuba in the next few months will 
represent a notable opportunity 
for British exporters and adver- 
tisers. 


million more than last 


* * * 


Brazil: Selecdes, the Portuguese- 
language version of Reader's 
Digest published in Brazil, is rais- 
ing its rates considerably from 
January 1, 1952. This will bring 
it more or less into line with O 
Cruzeiro, which recently also 
raised its rates. The present net 
paid circulation of Selecées is 
claimed to be approximately 
320,000, wheraas one of 350,000 
is guaranteed for 1952. This is a 
rather more modest estimate than 
that of O Cruzeiro, which hopes 
to jump from 300,000 to 500,000 
in the course of this year. 

(Orion Publicidade, Sao Paulo) 


* a * 
AFRICA 
South Africa: Industrial and 


commercial concerns are forming 
a South African Exporters’ Asso- 
ciation to safeguard and promote 
the reputation for high quality of 
South African products. The As- 
sociation’s plans include market 
research, investigation of the 
facilities offered by agents out- 
side South Africa, the recom- 
mendation of representatives, and 
the establishment of overseas 
offices to act as export agents for 
members. 

Collective marketing, sales 
campaigns, publicity, exhibitions 
and foreign tours are also part of 
the Association's long-term plans 
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COMPANY MEETING 


GEORGE 


Another Good Year. 


NEWNES 


ADVERTISER'S WEEKLY 


LIMITED 


Problem of Rising Costs 


SIR FRANK NEWNES’S STATEMENT 


The Fifty-fourth Annual 
General Meeting of George 
Newnes Limited was held on 
August 30 at the Company's 
office, Sir Frank Newnes, Bt. 
(chairman) presiding. The fol- 
lowing is his statement circulated 
with the accounts: 

The combined profits of the 
Group amount to £928,918 as 
compared with £904,582 last year. 
After taxation, the net profit is 
£551,164 as against £500,308. 
These are gratifying figures and 
are a testimony to the policy ot 
the Company in recent years in 
spreading its interests and activi- 
ties over a wide fie 

During the year under review 
there were heavy setbacks in 
earnings on certain of the 
periodicals, largely as a result of 
the dispute in the London print- 
ing industry. In particular, two of 
the Companies in the Group, 
Temple Press Limited with its 
important trade and technical 
journals, and C. Arthur Pearson 
Limited with its general publica- 
tions, suffered severely—the bulk 
of their printing production being 
carried out in London. Notwith- 
standing the heavy repercussions 
sustained by these two Com- 
panies, the overall position has 
been well maintained by increased 
earnings in other directions. The 
parent company, Newnes, has 
done well in all departments— 
indeed the profits are a record in 
the history of that Company. The 
book side of the business has 
been most satisfactory, and con- 
siderable benefit has been ob- 
tained from the first full year of 
marketing the new CHAMBERS'S 
ENCYCLOPA:DIA, a_ major 
undertaking upon which the Com- 
pany had been engaged in the 
preparatory work over a period of 
six years, and upon which very 
considerable sums had been ex- 
pended. 

THE ACCOUNTS 

The Newnes accounts show a 
net profit of £320,606 after 
deducting all charges including 
taxation. This is a record for the 
Company as already stated, and 
compares with £252,252 for the 
previous year. ‘With the amount 
brought forward from the pre- 
vious year, and after paying 
Preference Dividends and 5 per 
cent interim dividend on the 
Ordinary Shares, there is an 
available balance of £327,031. 
The Directors propose that a final 
dividend of 10 per cent be paid 
on the Ordinary Shares together 
with a bonus of 5 per cent making 
with the interim dividend a total 
of 20 per cent as for last year; 
that £6,500 be transferred to the 
Employees’ Sick and Pension 


Fund, £25,000 to Supplementary 
Pension Account, £75,000 to 
General Reserve, and £60,000 to 
Paper Cost Equalisation, leaving 
£85,531 to be carried forward to 
next year’s accounts. 

There are no items in the 
Balance Sheet calling for special 
comment. As will be seen from 
an examination of the figures in 
conjunction with the comparative 
figures for the previous year, what 
differences there are merely reflect 
the variations of normal trading. 

Group FIGURES 

Turning to the Consolidated 
Accounts setting out the figures 
of the Group as a whole, the posi- 
tion disclosed is one of impres- 
sive financial strength and 
resources. The Capital Reserves 
and Revenue Reserves have now 
reached a total of £1,279,305. In 
addition Development and Re- 
construction Reserves standing at 
£483,491 are available at any time 
for use in developing existing 
publications, and for promoting 
new enterprises when conditions 
become propitious. A _ further 
sum of £200,000 has been set 
aside to be applied, if necessary, 
to help equalise the abnormally 
high cost of paper, which has be- 
come a very serious problem for 
periodicals. Undistributed profits 
carried forward in the accounts 
of the various Companies amount 
to £313,650. Cash and Tax Certi- 
ficates amount to £1,243,513 as 
against £1,540,769. The reduc- 
tion is largely accounted for by 
an increase of £216,463 in stocks, 
mainly due to high costs of paper 
and printing production. 

As will be seen from the Con- 
solidated Profit and Loss 
Account, the accounts for the 
year have been credited with an 
amount of £48,714 in respect of 
taxation previously provided by 
two of the Subsidiaries and now 
no longer required. It may also 
be noted, for purposes of com- 
parison, that in last year’s 
accounts a sum of £6,600 no 
longer required was brought in 
from Contingencies Reserve, and 
in addition a sum of £24,643 was 
taken from Development Reserve 
to meet special expenditure. 

SALES POSITION 

The publications comprised in 
the Group—S3 in all—can record 
a state of robust health over the 
year, notwithstanding the more 
difficult conditions with which 
they had to contend. Until May 
last, circulations were fully main- 
tained at the high peak previously 
established, but the increase in 
the selling price of newspapers at 
that time started among the read- 
ing public an economy movement 


which spread to the sales of 
general periodicals as well. 

The position to-day is that ai- 
though circulations are on a some- 
what lower level than they were 
a few months ago the fall now 
shows signs of working itself out: 
indeed there are indications of 
an upward trend again in some 
directions. The effects would thus 
appear to be temporary, but even 
making allowances for somewhat 
lower sales the aggregate circula- 
tions of periodicals, more particu- 
larly those catering for women 
and the general reader, are far in 
advance of anything experienced 
in pre-war days. To-day there 
are more weekly periodicals with 
circulations of around a million 
or more (some nearer two millions 
as in the case of our colour- 
gravure weekly WOMAN’SOWN) 
than at any time in publish- 
ing history. This simply confirms 
that the periodicals have become 
a part of the daily life of a very 
large section of the people, and 
that in the services they perform 
and the relaxation they bring they 
pre regarded as necessities and 
not luxuries. So although the 
domestic purse strings may have 
to be drawn a little tighter, the 
periodicals should continue to 
hold their important position 
among the vast public they cater 
for. 

Risinc Costs 

The principal problem to-day is 
how best to deal with ever rising 
costs. In all directions the move- 
ment is persistently upwards, the 
most disturbing of the increases 
being in respect of paper, the 
largest item of production, which 
has soared in price to unpre- 
cedented levels. During the 
financial year under review, al- 
though paper increased in price 
by about 45 per cent, we were 
able, as disclosed by the figures, 
to meet the situation satisfactorily 
by various adjustments in produc- 
tion and by increases in selling 
prices and advertisement rates 
The current financial] year, how- 
ever, is presenting new problems. 
At the beginning of May there 
was a further very heavy rise in 
paper prices, the effect of which 
was to increase the Group's paper 
bill by over £350,000 per annum. 
This has been followed by 
another big rise taking effect two 
weeks ago which adds a further 
£250,000 per year to the bill; so 
that over the past few months our 
paper costs alone have risen by 
more than six hundred thousand 
pounds per annum. In addition 
there have been very substantial 
increases in cost of printing and 
other items of production and dis- 
tribution. The situation has been 


met to some extent by further 
increases in selling prices and ad- 
vertisement rates, but at the 
moment there is still a wide gap 
unbridged. 

The new Australia Company, 
formed nearly two years ago, has 
completed its first full year of 
trading, its first concern being to 
market the new CHAMBERS’S 
ENCYCLOPAEDIA and other im- 
portant volume works of the Com- 
pany on that side of the world. 
The results to date are very en- 
couraging, and there is every 
promise that the prospects enter- 
tained at the time the Company 
was launched will be fully realised. 

Concerning this year’s prospects 
the uncertainties already ex- 
pressed as to trends of costs 
makes it unwise to venture even 
an opinion. The most that 
should be said is that the business 
is strong and healthy with ade- 
quate resources to help meet 
whatever new difficulties may 
emerge. To date the trading has 
been maintained on a satisfactory 
basis and with the experience of 
dealing with many different pro- 
blems over recent years we do 
not doubt the ability of the 
organisation to meet in the best 
possible way whatever new cir- 
cumstances present themselves. 

STAFF PENSION SCHEME 

Reference has been made on 
previous occasions to the Com- 
pany’s intention to _ institute 
Staff Pension Schemes in the 
various units of the Group on a 
wider basis than the existing 
Staff Sick and Pension Funds. 
The time has now arrived where 
the hecessary reserves have 
been created in the accounts of 
the various Companies for these 
arrangements to go ahead. The 
provisions in question aggregate 
£510,000, that sum being re- 
quired principally to cover back 
service liabilities, and detailed 
plans are now being prepared 
with a view to bringing the 
schemes jnto operation at the end 
of the year. It is a matter of 
pride and pleasure to the Com- 
pany to be able to bring these pro- 
posals to fulfilment in the recog- 
nition that in existing economic 
circumstances it becomes more 
than ever necessary to do all 
possible to secure that retire- 
ment and freedom from anxiety 
go hand in hand after long and 
loyal service. 

In the same spirit the Direc- 
tors again record their deer 
appreciation of the splendid 
services rendered by an able and 
hard-working staff during the 


- year. 


The Report 


and Accounts 
were adopted. 
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ADVERTISER'S WEEKLY 


Produced by engineers for engineers 


Mechanieal World 


AND 


ENCINEERINCE 


RECORD 


AN ESSENTIAL FOR EVERY TECHNICAL 
ADVERTISING SCHEDULE 


EMMOTT & CO. LTD * 31 


KING ST. WEST - 


MANCHESTER 3 


LONDON OFFICE: 21 BEDFORD STREET W.C.2 


MW10_ 


Design, Copywriting, Print, Display & Photography 


DESIGN FOR SELLING 


Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 


245 VAUXHALL BRIDGE ROAD, S.W.1 


ViCtoria 5303 (6 lines) 


Guick SERVICE 


attention. 


Many concerns find 
Simply supply the basic 
idea to finished D 


“ALL-IN” SERVICE 


he Strand 
data then the — 
late ready for your mac. bee 


consistent high 
nd Lithographic 


address 
and immediate 


service invaluable. 
‘ny handles the job from 


1ST FARRINGDON RD. LONDON E.C.!. Telephone Terminus 269! (4 lines) 


Selling Costs 
getting out of hand? 
e 


Despite growing  sales-resistance, 
restrictions, shortage of labour and 
materials, and soaring overheads, 
many a progressive firm in your 
line of business is selling more 
economically than ever! 

The latest facts, figures and data 
that will enable you to do the same 
are contained in the new “County- 
by-County” Marketing Survey of the 
United Kingdom. Without obliga- 
tion, please send p.c. for descriptive 
Folder MS10. 


Business Publications Ltd. 


180 FLEET STREET, LONDON, E.c.4 


L.G.S.—LOW RATES 


Reach all local government pur- 
chasers—official or otherwise— 
through “Local Government 
Service,” official publication of 
the Nat. Assn. of Local Govt. 
Officers (NALGO). Rates are 
cheap at I1/- per 1,000. For 
fuller details contact Reginald 
Harris Publications Ltd., 12 
Stanhope Row, W.1. GRO. 3879 


OF GLOUCESTER 
LONDON TEL: TRA 4277 


POSTERS 


TICKETS SHOWCARDS & DISPLAYS 
HANDWRITTEN OR SILK SCREENED 


REGINA STUDIOS ‘SIGNS & DISPLAYS) LID 


BOSTON ROAD HANWEIL W 


Personal Actention to all Enquiries & Pi won. 
te & Guaranteed Service in the Fullest Sense. 


RY 
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MARKETING 


ISRAEL WANTS BRITISH GOODS 


(Continued from page 414) 


ing in the best of the dailies is 

1£1 10s. per column inch. 
Cinemas are perhaps more 

popular in Israel than elsewhere; 


| cinema advertising in the main 
| consists of coloured slides shown 
| during the intermission and at 


the beginning of the performance. 
A number of excellent short ad- 
vertising films of local and 
foreign production have also been 
shown. 

Poster art is of a high standard 
because of the presence of many 
noted commercial artists who 
have come over from Europe 
within the last twenty years. They 
formed an Association of Com- 
mercial Artists in 1935. 

The art student who wishes to 
specialise in the commercial field 
is well catered for by a well- 
equipped and staffed department 
of the new Bezalel School of Art 
in Jerusalem, Small posters are 
the most popular since they lend 
themselves readily to tasteful ex- 
hibition on the continental type 
pavement pillar-hoardings which 
abound in Jerusalem, Tel-Aviv, 
Jaffa, Haifa and elsewhere. 
Most of the city buses also carry 
neat and well displayed advertise- 
ments. 

Technical facilities for the 
execution of modern advertise- 
ments are on the whole quite 
good in Israel, but advertisers 
need to be educated to the stan- 
dard necessary for economic ex- 


ploitation on a wide scale. The 
clever fellow—*I design and write 
all my adverts myself”—is rather 
more common now in Israel than 
elsewhere, and it must be ad- 
mitted that there is an unduly 
high proportion of unqualified 
advertising practitioners. The 
Israel Advertising Association 
whose chairman’ is Major 
Wellesley Aron, was formed in 
1935. Its aims are to improve 
the existing standard of profes- 
sional and ethical conduct in the 
profession and gradually eradi- 
cate the black sheep from the 
overburdened flock. 

In Israel advertising goes 
hand-in-hand with the graphical 
and cultural arts. Some of our 
photographers are in the top 
rank, internationally, having been 
placed in competitions held in 
Britain and the U.S. recently. 

Even, or perhaps I should say, 
particularly, in these difficult days 
of transition it is important to 
foster good commercial, indus- 
trial, and cultural relations be- 
tween England and Israel which 
will develop as our young state 
grows and develops. 

Israel is an interesting market 
for British exporters and it is 
only fitting that they and their 
shock-troops, the advertising men, 
should plan well to invade this 
territory—the most dynamic and 
rapidly developing country in the 
Middle East. 


Around The World. . . 


A FORMIDABLE job of pro- 
motion has been done for 
British goods abroad by the 
Leather, Footwear and Allied 
Industries Export Corporation. 

The good work is to be carried 
on this year, announces the Cor- 
poration’s journal, Export Out- 
look, with another series of 
British Leather Weeks. They are 
to start in Canada on September 
24, covering 13 leading towns in 
the Dominion. 

Leather weeks are also planned 
for Australia, and these are to be 
backed by sample fairs. Pro- 
visional dates have been so 
arranged that the leather weeks 
co-incide with at least a part of 
the -— during which the 
Roya visitors are passing 
through. 

7” * * 

Tie-uP with current sporting 
events is not an easy matter for a 
campaign in the Gold Coast 
directed from London. The use 
by Export Advertising Service 
Ltd. of Roy Ankrah, the boxer, 
in ads. for Allsopp’s Lager Beer 
in West African papers was there- 
fore something of an achievement. 

Roy won the British Empire 
Featherweight Championship in 
London on April 30. Photo- 
graphs had been taken in Accra 


by the local representatives for 
Allsopp’s. In order to achieve 
satisfactory reproduction in the 
West African Press it was decided 
to make a scraper board illustra- 
tion from the photos. So the 
pictures were rushed to London. 
The ads. have now been appear- 
ing for some weeks. The same 
illustration is featured in cinema 
slides and on posters. 
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<> Bows to Sinpaee 


Throughout thirty years we have stoutly main- 
tained (sometimes against heavy odds) that Man- 
chester is just as good as London. And so it is! 

But it isn’t in the same place, and since we are 
doing ever-increasing business in the south we are 
improving our service to clients (and saving un- 
necessary journeys!) by opening our London office. 

So here it is, close to Piccadilly Circus, with Mr. 
Michael A. Borkett ready and eager to be of 
service to clients old and new. 


Commercial Advertising Service Ltd. 
EAGLE HOUSE, 109 JERMYN STREET, S.W.1. 
"Phone : WHltehal! 4708 
And at PICCADILLY, MANCHESTER 


Order your 1951 Annual now 
—BEFORE THE ENTIRE EDITION IS EXHAUSTED 


dy new 1951 Advertiser's Annual is a greater necessity than ever 
before: thousands of changes have taken place in advertising and 
publishing since the last edition was published. Many a publication 
has increased its advertisement rates. Some have altered their space- 
sizes, press days or screens, or switched to gravure; others have been 
merged, or discontinued. 


Addresses and telephone numbers have been altered—new appoint- 
ments made—new processes developed—new agencies formed; and 
many accounts have changed hands. Advertising and its allied 
industries have been in such a state of change and progress that even 
last year’s Annual is outdated and misleading. 


All the Advertising Data You Need—In One Volume 


While recording all these vital changes—as well as thousands of new 
entries—the 1951 Annual gives you authoritative information about: 
British and Foreign Publications; Advertising Agents; National 
Advertisers; Commercial Art 
Studios; Engravers; Poster Con- 
tractors; Outdoor Publicity 
firms; Printers, and all other 


The 1951 ANNUAL in Brief 


Linotype talks 
to the world 


in ils 
own language 


- wherever the printed word is read 
you will find the printed product of the 


LINOTYPE 


thor ea ee 


advertising services as they 
operate TO-DAY. 


With the Annual alone you can 
plan an advertising campaign 
without leaving your desk; find 
rates, sizes, screens, press days, 
etc. list potential ouyers of space 
and supplies; compile and revise 
your mailing lists; learn the 
latest details about agencies and 
their clients; get the advertising 
manager’s name, _ products 
marketed, and other facts about 
thousands of important firms— 
find answers to some 150,000 
everyday questions concerning 
advertising. 


BRITISH AND EMPIRE PUBLICA- 
TIONS (with rates, sizes screens, Adver- 
tisement Manager, efc.); NATIONAL 
ADVERTISERS; FILM AND SCREEN 
PUBLICITY SPECIALISTS; ENGRA- 
VERS AND BLOCK-MAKERS; 
ADVERTISING CLUBS, CLASS, 
TRADE AND TECHNICAL JOUR- 
NALS; ADVERTISING AGENTS AND 
THEIR CLIENTS; POSTER ADVER- 
TISING CONTRACTORS; ©OM- 
MERCIAL ART STUDIOS; FOREIGN 
PUBLICATIONS WITH LONDON 
OFFICES; BRITISH ADVERTISING 
AGENTS AND OONSULTANTS; 
PRINTERS: INKMAKERS; TYPE- 
FOUNDERS, etc. 


Supplies are Low: Return Coupon Promptly 
Advance reservations have absorbed all but a few copies of the 
1951 “Annual,” and these will soon be snapped up. As orders 
are now being filled in strict rotation, please return this coupon 


without delay. 


Fill in and Post Today 
Business Publications Ltd., 180 Fleet St., London, E.C4 


Please send me by return one copy of the 1951 Advertiser's ! 
1 Annual. Invoice me after despatch at the post-free price of 35s. 


Overseas: 35s. cash with order 
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ADVERTISER'S WEEKLY 


HARVEST TIME 


Year after year, in good times and bad, MODERN 
POULTRY KEEPING has been a staunch friend and 
helper to a'l those who own poultry. 

Many thousands of Commercial Poultrymen, Special- 
ist Poultry Farmers, General Farmers, Hatcherymen, 
Egg Packers, Smalliholders, etc., have through the 
years found it a reliable and trustworthy paper. 
They still do! 

That loyal confidence in their chosen paper is re- 
flected in their attitude towards its advertisers — 
heavier aggregate orders. 

Reap the harvest of all those years of sound service 
to an Industry—use MODERN POULTRY KEEPING 
when selling any poultry or farming product. 


THE LEADING POULTRY JOURNAL ° 


Make a note of it NOW! 


Advertisement Offices: 
ROLLS HOUSE, 2 BREAMS BUILDINGS, LONDON, E.C.4 
Grams : Publimedi, London Phone : HOLborn 5708/9 


THE HOME 
FARMER 


OFFICIAL ORGAN OF 
THE MILK MARKETING BOARD 


guaranteed circulation 
164,000 monthly 
to all Dairy Farmers 
in England & Wales 
Advertising Dept 
SAMSON CLARK & CO LTD 


57-61 MORTIMER ST., LONDON W.I 
MUSEUM 5050 


Ministry of Agriculture figures show that 
there are 529,106 agricultural holdings in the 
United Kingdom, of which 


only 14,963 farm 300 acres and more 


The chances are: (1) That the owner has 
always farmed on a large scale. (2) He’s an 
estate owner supplementing income, or (3) 
A big businessman—WITH CAPITAL! 

All the editorial in SPORT & COUNTRY is 
attuned to this kind of readership which 
represents a veritable goldmine for adver- 
tisers of agricultural and horticultural capital 
equipment. If you are in this business, make 
it YOUR business to see that your advertising 
plans include SPORT & COUNTRY because 


The LEADERS in Agriculture 
are the READERS of 


NUIRY 


THE DAIRY SHOW - Nov. 14 
SMITHFIELD SHOW - Dec. 12 
POULTRY SHOW - Dec. 26 


There’s still time to catch 
these SPECIAL NUMBERS 


NLS CTGLENEENE 


GRAHAME E. BISHOP, Advertisement Manager, 
Ingram House, 195-198 Strand, London W.C.2. Temple Bar 5444 
MANCH ESTER OFFICE: 53 Market Street. Tel. Blackfriars 4109 
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AGRICULTURAL MARKET 


hia 


ADVERTISER'S WEEKLY 


Farmers need their specialised papers 


GROUP of men collected 
round a new-looking stack. 
The farmer arrived in his 
battered car and brought out 
pint-pots and a barrel of cider. . . 

Harvest was home. 

All over the country the same 
traditional ceremony is taking 
place as, in farm after farm, the 
fruits of the year’s labours are 
gathered in, After many weeks 
of anxious weather-watching, the 
corn is stacked and safe. 

Later the little group of men 
put on their coats and troop 
home. 

They will have taken a good 
wage packet home—farm worker's 
wages are no longer the pittance 
that they used to be. And- the 
farmer will be considering the 
disposal of the crop and the re- 
stocking, with the capital thus 
realised, of his farm and house. 

Ready-rnade prospects for any 
advertiser offering a reasonable 
bargain, you will agree. But how 
many of these workers on the 
land are there? Figures natur- 
ally vary from week to week, but 
the Ministry of Agriculture esti- 
mates a total of just under one 
million, 963,400 to be exact. This 
is made up of 708,400 employees 
and 255,000 who are either em- 
ployers or who farm a small- 
holding with the assistance only 
of their families. 

But this is not, of course, the 
whole of the rural market. Taken 
geographically, the number of 
people who can be classed as 
living in rural areas amounts to 
something rather over 8} million, 
or 19 per cent of the country’s 
total population. All these are to 
a larger or lesser extent influenced 
by the prosperity of their im- 
mediate surroundings. 

To attack the rural market, 
therefore, is not a question of 
concentrating a campaign in a 
few well-defined areas of the 
country. These eight million 
people are scattered all over 
England and Wales. They have, 
however, this strong bond in 
common: That all their lives are 


influenced by their association 
with one industry, agriculture, 

It is because of this commoa 
interest that the advertiser can 
—~ his message over economic- 
ally. 

For, as they have their common 
interest, so have they their 
specialist Press. 

Let us revert for a moment to 
the farmers themselves—probably 
the most prosperous section of the 
rural population and one which 
is least inclined to urbanise its 


IL—THE RURAL 
POPULATION 


Population in | 
| Rural Districts | 


E. & W. 

North Western... 

1,113,715 
779,978 
901,757 


1,141,990 
776,178 


8,284,595 


purchasing habits. What do these 
men read? How do they keep 
themselves up-to date in the tech- 
nological developments which are 
playing such a great part in step- 
ping up food production and in 
raising the status of the farmer? 
How do they keep in touch with 
the numerous government regu- 
lations and all the forms that 
have to be filled in? 

The answer is, of course, the 
farming Press. 

The best-known among. this 
wealth of well-read, trusted batch 
of media are probably the 
weeklies, Farmers Weekly and 
Farmer and Stockbreeder. 

There has always been lively 
competition between the two 
weeklies and neither, by agree- 
ment, has published circulation 
figures. Specialised ads. such as, 
for example, farm machinery and 
seed dealers, are most common. 

This also holds good for the 
fortnightly Sport and Country, 


—and trust them 


although there is quite a sub- 
stantial consumer section, mostly 
of “class” goods. The journal 
aims at farms over 300 acres, of 
which there are just under 15,000 
in the country. This high-level 
approach is reflected in the 
—— content which consists 
of, among other things, illustrated 
articles on the scientific side of 
agriculture and __ horticulture, 
crops, soils and livestock, reports 
by specially taken pictures on the 
ideals of all breed societies and 
the actual working achievements 
of agricultural machinery. 

The standard of photographic 
reproduction is particularly high. 

British Farmer, official monthly 
of the National Farmers’ Union, 
changed its style to newspaper 
format in 1948 and now concen- 
trates on propagation of the 
N.F.U. news and views. Circula- 
tion—123,000 in 1938—is stated 
to be now in excess of 210,000. 

Complementary to the British 
Farmer, though well able to stand 
on their own feet, are a number 
of regional journals published 
under the auspices of N.F.U. 
county executives. 

One of the liveliest is un- 
questionably the Lancashire 
Farmer which has a thoroughly 
modern presentation technique 
quite unlike the “parish-magazine- 
type” of regional journals one 
used to see before the war. 
Another enterprising N.F.U. 
regional publication that has 
achieved a very good reputation 
for the accuracy of its service is 
the Essex Farmer's Journal which 
has recently been running up to 
56 pages. 

The general pattern among all 
these farming journals is: News 
coverage backed by factual 
articles on technological and 


economic developments. This 
trend is also followed by the 
journals that cater for special 
types of farming. 

Take The Smallholder. The 
importance of the field covered 
by this journal is indicated by the 
fact that about 63-3 per cent of all 
the agricultural holdings in Great 
Britain are under 50 acres in 
extent (50 acres being the gener- 
ally accepted upward limit of “a 
smallholding”). This is probably 
the best way of indicating the 
type, size, and class of the public 
responsible for the tremendous 
circulation, advances made by 
The Smallholder over the past 
ten years. In 1938-9 weekly net 
sales averaged around 57,000 and 
they are now well over 225,000. 
Rate per page has, meanwhile, in- 
creased from £36-£100. 


Journals For 
The Poultry Keeper 


Poultry Farmer, too, has in- 
creased sales substantially, from 
about 13,000 before the war to 
32,000. Poultry farming, indeed, 
supports a lively group of journals 
of its own, gncluding Poultry, 
Poultry World, Poultry Field, 
Poultry Industry and Modern 
Poultry Keeping. 

Other examples of such special- 
ised papers are The Dairy Farmer 
(which has recently started a very 
interesting farm opinion poll), 
journals catering for owners of 
different kinds of animals (i.e. 
Dairy Shorthorn Journal), the 
British Sugar Beet Review (which 
is owned by the British Sugar 
Corporation), and the Home 
Farmer, official organ of the Milk 
Marketing Board. 

A large section of the adver- 


(Continued on page 425) 
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ADVERTISER'S WEEKLY 


SERVICE 
jor 
FARMERS 


Forms, directives, cropping orders, prices, more forms, 
rules, regulations, committees, advisory services, and still 
more forms . . . what would the farmer do without his 
Union? He looks to it to steer him past the pitfalls, 
represent him to the Government, defend his interests at 
all timgs and, believe us, he does want to know what we 
are doing for him. 


At least, 210,000 farmers do, and they are more than 
90 per cent of the commercial farmers in England and 
Wales. We tell them, once a month, in The British 
Farmer, official journal of the National Farmers’ Union. 
They seem to approve what we have done, since member- 
ship (which means circulation) has risen steadily. Rates 
haven’t—we'’ve been able to give our advertisers 32,000 
circulation bonus. 


So, if you're selling to agriculture, most stable and 
thriving market in the country, you can’t afford to omit 


Farmer, 


The British Farmer from your schedule. 


Remember, 210,000 farmers can’t afford not to read it. 
Rates and details from W. H. CLARKE, The British 
45 Bedford Square, 

MUSeum 7525. 


London, W.C.1 or ring 


The Llanelip Star 
and the Burry Port Star 
(Every Saturday) 


THE BEST AND MOST 
POPULAR ADVERTISING 
MEDIUM 
in South West Wales 


The newspapers 
of North Essex 


| Lssex County 


LARGEST GUARANTEED CIRCULATION | 


Particulars :-— 


41 MURRAY ST., LLANELLY | 


Reach Countryfolk .. . 
Advertise in 
THE VILLAGE 
quarterly illustrated magazine 


Specimen and rates from 
26 Bedford Square, London, W.C.1 


COLCRESTER 


Gitttie 
Braintree and Witham 


TIMES 


Over 42,000 a week A.B.C. 
15s. per s.c. inch Flat 


STIRLING OBSERVER 
(A.B.C.) 
covers the 
RICHEST AGRICULTURAL AREA 
in CENTRAL SCOTLAND 
Rotes from WILL KITCHEN jr. LTD. 
131 Fleet Street, E.C.4 
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| THE AGRICULTURAL MARKET 


display craftsmanship, labour 
and transport. One authorita- 
tive estimate puts the total 
number of agricultural and 
kindred shows at four hun- 
dred; but this probably omits 
many minor events. 

It may be true that our show 
system is partly outdated; that 
there are so many shows that 
overlapping is unavoidable; it is 
certainly true that firms who feel 
obliged to buy—and fill—space at 
a series of major shows find this 
an increasingly expensive item 
in their sales and _ publicity 
budgets. Nevertheless, there are 
as yet no significant signs that 
post-war shows are having diffi- 
culty in selling trade space; and 
the formation of the Exhibitors’ 
Association, with a growing 
membership, confirms the impres- 
sion that shows are likely to 
remain on the map for most 
bodies interested in selling ideas 
or products to farmers. 

Some major shows are getting 
too big, to judge by comments 
one hears mentioned: the 1950 
Royal Show occupied 150 acres, 
with a further 140 acres to ac- 
commodate the 45,263 vehicles 
which brought the 122,236 people 


| This is where the farmers buy—at the agricultural show. 


You Can Sell To The 


Farmers Personally At 


400 Shows A Year 


(HE summer season of Agricultural shows is in full swing. 

Crowds of farmers and others are flocking almost daily 
to these most British of events. Agricultural shows represent 
in total an enormous investment of money, organising ability, 


eeeeeeeees 
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By GRAHAM CHERRY 


who paid for admission. On such 
a scale, are shows a worthwhile 
investment for commercial exhi- 
bitors—when one bears in mind 
that it is, in fact, impossible to 
see anything like the whole of 
the showground in a single day? 
However efficiently laid out the 
showground may be, many exhi- 
bitors will have cause for some 
complaint or other. 

A rapid solution to these prob- 
lems is not likely. The fact 
remains, however, that agricul- 
tural shows represent the finest 
opportunity in the year for selling 
to farmers in person. According 
to the Hulton Rural Market (1949 
Supplement), 78 per cent of 
farmers attended one or more 
agricultural show during the 
season; and it is of interest to 
note that numbers attending were 
highest among the largest farmers 
and among the youngest farmers, 
descending down the scale to the 
smallest and oldest farmers. 
Farmers, remember, seldom leave 


The problem 


to get them to your stand. 
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THE AGRICULTURAL MARKET 


their farms to congregate in ways 
accessible to salesmanship: they 
seldom spend any more than a 
day at any show, and on a big 
showground one has to be skilful 
to net a worthwhile share of their 
attention. 


Seats And 
Refreshments 


Big firms and organisations can 
easily achieve dominance and 
annex a large share of attention, 
particularly if their stands contain 
seating and some form of refresh- 
ment—two commodities in great 
demand on showgrounds any- 
where. For the smaller bodies, 
or those working on more 
restricted budgets, or with a 
restricted interest in agriculture, 
the problem of attracting atten- 
tion among hundreds of exhibits 
is very real. Stunts, loudspeakers 
which interfere with neighbours, 
cinema shows which interrupt 
crowd mobility, are unpopular. 
Colour, design, situation, height 
of structure, novelty of theme— 
these and other devices are em- 
ployed constantly, and with vary- 
ing effect. 

Much depends on tradition and 
customer-relationship. Some 
firms have for many years offered 
refreshments; others specialise in 
consultation on technical points; 
many advertise in advance so 
that customers, or potential cus- 
tomers, may know where their 


stands are located. For newer 
firms, or firms newly attempting 
to sell to the agricultural market, 
the difficulties are such that the 
temptations to novelty and high- 
pressure methods (seldom imme- 
diately effective with farmers) are 
considerable, 

Many firms are rightly able to 
assess the worthwhileness of 
exhibiting by the state of their 
order books at the close of the 
show. Others are there, not to 
sell, but to demonstrate, to com- 
pare performance, to discuss, to 
gain interest—which can be 
turned later to solid account. If 
you can get farmers talking, days 
and weeks after the show is over, 


about your products, you have - 


achieved something by exhibiting. 
The rest is up to your sales staff 
and dealer organisation. Number 
of inquiries, compared later on 
with numbers of sales based on 
on them, is perhaps the best 
guide—but jt is not the only one. 


Opening Here 
For Someone 


Meantime, the shows proceed. 
Perhaps this year’s will reveal 
some new technique in exhibit 
design, or some other new and 
striking method of catching and 
holding attention. There is a 
great opportunity here for some- 
body—and plenty of business 
awaits him if his methods are 
economical. 


FARMERS NEED THESE PAPERS 


(Continued from page 423) 


tisements in all farming journals 
is, of course, 
These are also found in a spe-ial- 
ist group of journals—of which 
the Fertiliser and Feeding Stuffs 
Journal is an example. 

Most important section in this 
group—and one which has only 
of recent years come into its own 
—is the one covering agricultural 
engineering. 


Linking Farms 
And Engineering 


Leading journals are Farm 
Mechanization, Agricultural 
Machinery Journal and Power 
Farmer. They form a link between 
agricultural and engineering in- 
terests, direct the attention of 
manufacturers to farming prob- 
lems, and aid the farmer in the 
choice of equipment for his par- 
ticular needs. A striking feature 
of all these papers—which allows 
the advertiser to cover two mar- 
kets at the same time—is their 
strong overseas circulation. Farm 
Mechanization sells 8,000 (of its 
20,000 total) in over 90 countries, 
while Agricultural Machinery 


from suppliers.” 


Journal claims to cover over 130 
countries. 

All over the world, too, is the 
circulation of British Agricultural 
Bulletin, a British Council publi- 
cation. It is aimed at agricultural 
scientists, educationalists, ad- 
ministrators, and progressive agri- 
culturalists in every sphere. 

Finally, in our approach to the 
agricultural community the pro- 
vincial Press forms an important 
medium. For the county papers, 
weeklies and dailies, are the 
source of the farmer’s local in- 
formation. Here he looks for 
market news, auction and sale an- 
nouncements and all the legion 
snippets of information that will 
help him to conduct his local 
affairs more efficiently. It has 
been shown repeatedly that the 
readership of weekly papers is 
higher in rural areas than any- 
where else. 

Farming has a special and 
favoured place in the nation’s 
economy. It will be looked after 
and encouraged by whatever 
Government is in power. To have 
the goodwill of such a market is 
a good investment, and the way 
to get your message to the farmer 
is—through the papers he trusts. 


official Journal of the N.F.U. 
County Branch. 


FACTS NOT FANCIES 


AGRICULTURAL LANCASHIRE 
PRODUCES 


@ More Milk than any other 
county in the country. 


@ More Eggs than any other 
county in the country. 


@ Has the third Largest Arable 
Acreage in the country. 


@ Has the third Largest Glass- 
house Acreage in the country. 


@ The Lancashire Farmer with 
a guaranteed monthly circu- 
lation of over 9,000 copies, 
direct to the homes of 

. Lancashire Farmers. 


Details and Advertisement Rates from : 
Editorial and Advertising Director 
Ss. T. COLLINS 
16 Lune St. Preston 
"Phone: 56361 
London Office : 
H. V. GOULD 
143/4 Fleet St. London, E.C.4 
"Phone CEN. 2110 


Pen to the lote 
King George V 


Gillott Pens 


NOW AVAILABLE 


For what may well prove to 
be a limited period, the follow- 
ing specialists’ pens are immed- 
iately available:— 

DRAWING PENS: Nos. 290, 29! 
and 1950. 


OS SIRE FENG: 3B, 170 end 


All in 3. ! 
pte total Sid 


JOSEPH GILLOTT 
AND SONS LTD. 
Victoria Works, Birmingham, | 


London Office: 
28 New Bridge Street E.C.4 


ADVERTISER'S WEEKLY 


You’re 
selling to 
Britain 
in miniature 


if you’re 


selling 


to 


Bath 


. . through 


MH The only evening paper printed and 
published in Somerset, which, for 9s. 
per sci., gives you positive ‘blanket’ 
coverage of a compact cross-section of 
the British market. 


Get full details from the Advertisement 
Manager, 134 Fleet Street, London 
£.C.4. Central 2767. 
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ADVERTISER'S WEEKLY 


HE DRIVE and initiative 
that one expects from a 
president of the Advertising 
Association look like putting 
the British Overseas Airways 
Corporation on its feet (if that 
isn’t a mixed metaphor!). Sir 
Miles Thomas has knocked £34 
millions off B.O.A.C.’s_ losse: 
and at the Press conference that 
he gave it was easy to understand 
why. : 
Prominent among the ways it 
which he hopes to turn the loss 
into a profit is: “More advertis- 
ing and selling.” 

Sir Miles interprets “selling” 
very widely. He has started a 
campaign to turn every member 
of the B.O.A.C. into a salesman 
—particularly airport officials, 
stewards, stewardesses and all 
who come into actual contact 
with passengers. 

Civilian flying is a young 
service, still very much on trial, 
and Sir Miles realises that the 
public will tend very largely to 
assess it on the attitude of its 
employees. 

os ” ™ 
LACKING nothing in temerity, 
your Contact trod heavily on a 
pet corn when he met Dr. Gallup 

-of Polls fame. As Gallup is 
a burly, rugged six footer, the 
corn-trampling was figurative 
only! ‘ 

“And what about the Dewey 
debacle?” was the question. Dr. 
Gallup’s smile wavered only for 
an instant, and then it broadened. 
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4 Mainly Personal— 


: 

T. D. C. Cordner, advertising director, John Wyeth and Brother 

(centre), winner of the Nab Cup (cruiser class) in the Hayling Island 

Sailing Club’s Festival Regatia, with his crew, A. J. C. Gormley, 

chairman and managing director, International Chemical Company, 

and his son, John Gormley. Cordner is a member of the Royal 
Corinthian Yacht Club. 


“Ah! yes,” he said, “that proves 
we are human, doesn’t it?” 

Any statistician who is human 
enough to be called Ted by his 
friends (when his name is really 
George) would not be averse from 
a post-mortem on his major 
“clanger.” Neither was Gallup. 
At the time of the celebrated 
election, the Gallup polling was 


Topical 


is going. 


where ? 


Telephone 
Conversation 
SPACE BUYER—Well that’s fixed! See you at the match. 
ADVERTISEMENT DIRECTOR Match? What match? 


SPACE BUYER—You're leg pulling! The Two Freds’ 
Cricket Match for N. A. B.S., of 
course—everybody who is anybody 


ADVERTISEMENT DIRECTOR —/°ve had details but my 
secretary has mislaid them. When and 


SPACE BUYER—Tuesday, Sept. 11th, at Hurlingham 
’ Club—you know where we met at the 
Conference Ball. 


ADVERTISEMENT DIRECTOR Oh! yes! Naturally I'll turn 
up and bring some of the boys with me 
and we'll all have lunch there together. 
So convenient for Fleet Street, too. 


completed two weeks before 
polling day. Afterwards there 
was a big swing in the farm vote 
in favour of Truman. 

Gallup is a very modest type, 
and so a friend stepped in to men- 
tion that in the recent Congres- 
sional elections, when his system 
had been organised to give final 
figures immediately before polling 
day, his forecast was only one 
half of one per cent in error! 


* * * 


THE L.CC. College of Distribu- 
tive Trades in Charing Cross 
Road has instituted a scheme of 
prizes offered by trade associa- 
tions and others. That for adver- 
tising is the Drapers’ Record 
prize given by Andrew Milne; 
and its first winner is Miss M. E. 
Mieville, space buyer for Adver- 
tising & Marketing Ltd. 

23 years old and hailing from 
Beverley, Yorkshire Peggy 
Mieville came into advertising 
three years ago after spending a 
couple of years at Edinburgh 
University. She tells me she has 
very little money and plenty of 
ambition. At any rate, she took 
her Diploma of the Advertising 
Association in a couple of years 
and was the only girl in the final 
class. 

Peggy was promoted to the job 
of space buyer from that of man- 
aging director’s secretary. 


* * * 


I AM indebted to the Brighton 
Evening Argus for the full “low- 
down” on how the face of the 
recently - deceased Thomas 
Huntley Wood became world 
famous as the “Players Please” 
man. 

It all began back in 1897 when 
Boatman Wood was on _ the 
H.M.S. Edinburgh. Somebody 
took a picture of him and he was 
surprised, later, to see it in an 
issue of the Army and Navy 
Illustrated. 

“Then, in 1898, the picture ap- 
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More advertising will 
help to rescue 
B.O.A.C.: Peggy 
Mieville Wits que 
“Drapers’ Record” 
prize: How Boatman 
Wood became the 
“Players Please” man: 
Julia Clements says 
it with flowers at 
Festival Press Club. 


By CONTACT 


. peared for the very first time in 


a tobacco advertisement. 

“His officers advised Boatman 
Wood to write to the firm. A 
bank clerk who obligingly drafted 
the letter suggested, asking for 
£15. Boatman Wood reduced this 
to a nominal sum of £2 2s.—but 
added that a bit of baccy for him 
and his mates would not come 
amiss. 

“The firm sent the money and 
tobacco.” 

In later years he got so tired 
of people asking “Is that you?” 
that he shaved off his beard. “It's 
making me feel like a damned 
film star,” he said. 
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MAN giving the “Moses look” in 
the above picture is_ Leslie 
Bourke, secretary of the Festival 
Press Club in Great Scotland 
Yard. He is peeping coyly though 
an “all-dry” flower arrangement, 
one of the floral decorations with 
which the Club has _ been 
decorated by Julia Clements. Well 
known  flower-arranger, Miss 
Clements is a_ journalist and 
author of Fun With Flowers and 
Pictures with Flowers. 


WEEKS WISECRACK 


**You can tell Mr. Turpin 
we’re looking for a good 
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Wall’s Winter 
Programme 


“Take home some Wall's ice 
cream” will be the dominant 
slogan in the winter campaign 
for Wall's ice cream which opens 
this week. 

There will be large spaces in 
News Chronicle, Daily Express, 
Daily Graphic, Daily Mail, Daily 
Mirror and Daily Herald. In ad- 
dition full colour pages have been 
booked in Woman's Own, John 
Bull, Picture Post, and Illustrated. 
Other magazines and newspapers 
to be used include Woman, Every- 
body's, Woman's Weekly, and 
Evening Standard. 

A 16-sheet poster campaign 
will begin on October 1. Agents 
are Lintas Ltd. 

7. * * 


ee ee 


Corvette 


a ~ 

. ae ae meal fee ne tae ak 

The first “Corvette” advertisement 

links up with the teaser series that 
has been running. 


‘Corvette’ Launched 
With Teasers 


First campaign to introduce 
“Corvette,” the new Goya range 
of toilet preparations for men, 
has now been released. 

A teaser series has been 
appearing in national dailies, 
magazines, and on 3-colour silk 
screened escalator bills, incorpor- 
ating a Pair of binoculars and a 
catchline—“Look Out for Cor- 
vette!”, “Corvette is Sighted!”, 
“Corvette is Here!”, Next phase 
is a general scheme in national 
newspapers and magazines, sup- 
ported by dealer aids, and pro- 
motion on the film tie-up with 
oe Horatio Hornblower, 


i 's Ltd. are handling the 
campaign. 


* * * 
Scheme For Retailers 


A point of sales campaign for 
retailers has been arranged by 
Morcream Products Ltd. 
Throughout the country the 
slogan “Every day more people 
say” will be displayed in shops. 
After a suitable interval the 
phrase “Morcream ice cream per- 
fection” will appear. 


CURRENT ADVERTISING 


New Cigarette For The South 


A new cigarette for the south 
of England has just been intro- 
duced by J. Wix & Sons Ltd., the 
makers of Kensitas. 

This is the “Bar One” which, 
although launched in the north 
some time ago, has never pre- 
viously been sold in London or 
the southern counties. 

Of the cheaper popular variety 
—Is. 4d. for 10—"Bar One” will 
be marketed on a “fairly large 
scale.” 

Dealer aid material has been 
prepared but other advertising 
plans have yet to be fixed. 

Agents for J. Wix & Sons Ltd. 
are Mather & Crowther Ltd. 

* * * 


ACCOUNTS MOVING 
A. N. Spicer (Advertising) Ltd. 


have taken over the advertising 
for British Trailer Co., Ltd., and 
Collier & Stanley Ltd. (tailoring 
craftsmen). 

” * * 


NEW_ ACCOUNTS 


Petrie & McNaught Ltd, 
engineers, have appointed A. N. 
Spicer (Advertising) Ltd. as their 
agents. 7 “ 


Mather & Crowther Ltd, have 
been appointed advertising 
agents for the Royal Netherlands 
Government Department of 
Dairy Produce. An_ intensive 
localised campaign for Dutch 
cheese is due to begin mid- 
September. 


* * 
NEW _ CAMPAIGNS 


Vantona Plans 


The annual campaign for 
Vantozaa Court Bedcovers is now 
starting. Throughout the year 
there will be full page colour ad- 
vertisements in Punch, Homes & 
Gardens, House & Gardens, Ideal 
Home, Woman's Journal, House- 
wife, Country Life, Queen, Good 
Housekeeping, and Modern 
Woman. In addition the cam- 
paign for Vantona Blansheets 
starts at the end of the month. 
The normal local and provincial 
advertising will be strengthened 
by zonal schemes each lasting one 
week, A novel departure will be 
a “cold snap” scheme in which 
special advertisements * will be 
inserted in the local provincial 
Press when the cold spell (or 
spells) arrive. Media to be used 
include Radio Times, Evening 
News, Evening Standard, Sunday 
Times, Observer, Manchester 
Guardian, farming papers, and a 
wide range of  provincials. 
Osborne Peacock Ltd. are the 
agents. 

* * * 


Gordon & Gotch Advertising 
Ltd., have launched a new cam- 
paign for Platignum pens. Media 
to be used include national 

, Sundays, including Sun- 
Express, Empire News, 


London evenings, Radio Times, 
John Bull, Picture Post, 
Illustrated, Everybody's, Reveille, 
Glasgow papers, and the station- 
ery trade Press. The advertise- 
ments show an elephant holding 
two Platignum pens in its trunk. 
The slogan is: “Never forget!” 
There will also be a poster cam- 
paign on London underground 
with double crown, 16-sheet 
posters and roof and escalator 
cards. 
- - 

Starting this month is a cam- 
paign for Brillo cleanser. The 
agents, Saward Baker Ltd., are 
placing in London and provincial 
evenings, women’s magazines and 
trade Press. 

* * * 

A new scheme for Julysia in the 
Daily Mirror started last week 
with a 10} in. x four col. space. 
This is to be followed by 6} in. 
x three col. spaces. Agents are 
George Murray 

* * * 


O’Keeffe’s Advertising Service 
(Dublin) are using the Irish 
nationals and evenings and out- 
door sites to announce the forth- 
coming Irish Ideal Homes 
exhibition. 

* * * 

A national campaign for 
Energen rolls has begun in Daily 
Mirror, women’s magazines, in- 
cluding Good Housekeeping, 
Home Notes, Woman and Beauty, 
Home Chat, provincial papers, 
and trade Press. The General 
Advertising Co., Ltd., are the 
agents. 

* . 

The current Lantigen “B” cam- 
paign is being considerably in- 
creased for the winter season. 
National dailies, Sundays, pro- 
vincials, women’s papers, general 
interest magazines, and religious 
weeklies are being used. There 
is also a counter display card, and 
a broadsheet has been issued to 
the trade. The agents, T. B. 
Browne Ltd., have also placed 
renewals for R. H. Filmer Ltd., 
makers of Filmer fruit boxes, in 
fruit and vegetable journals. 

* * * 


A campaign for “Fitrobe” 
fitted wardrobes, made by D. M. 
Davies, of Slough, is being inten- 
sified in Sundays and women’s 
weeklies. Agents, Advertising & 
Marketing Ltd., are also running 
a campaign for Royal New Zea- 
land army and air force recruiting 
in Sundays and provincials. In 
addition there is a campaign in 
women’s weekly journals for 
British Bata Shoe Co., Ltd. 

* * * 

Full-pages in both colour and 
black and white are being used 
by A.C.V. Sales Ltd. in the com- 
mercial vehicle Press, showing 
the pictorial history of A.E.C. 
Ltd., Crossley Motors Ltd. and 
the Maudslay Motor Co., Ltd., 
for which they are the selling 


This is the new crowner issued 
by Batger & Co., Ltd., for their 
Silmos lollies. Featuring the 
firm's advertising figure, Sammy 
Silmos, the crowner ties up with 
the Batger national magazine and 
trade Press advertising. E. W. 
Ltd. are the agents. 


organisation. The scheme has 
also been extended to managerial 
journals. Greenly’s Ltd. are the 
agents. 
* * * 
Gordon & Gotch Advertising 
Ltd. have placed an expanded 
campaign in the national Press 
and magazines for Sellota 
Special emphasis will be laid 
the next three months on the 
range of Christmas designs to be 
known as Christmas Sellotape. 


Ledux fashion wear advertising 
has been increased this year. The 
list of class magazines with 
women’s interest has been ex- 
tended, and display and point of 
sale material has been increased. 
The advertising is handled by 
A. E. Yous Bradford. 


A British railway poster is now 
appearing advertising Hove and 
Brighton in pair. One refers to 
Brighton first with a picture of 
the Royal Pavilion, the other 
emphasising Hove and illustrating 
its acenetions. 


* 
Soules Week 
National Needle Arts Bureau 
announces that Sewing Week 
1952 will take place March 1—8. 
This will be the fifth birthday 
of this annual retail trading event. 
The slogan for this year's 
campaign is “Everybody's 
and . Oh, so 
a A feature of all the 
display material being produced 
for 1952 is that it will carry a 
sales message of “Shop Here” so 
that a store or shop using the 
display materia] is now more than 
ever identified with the promo- 
tion, 
* * 7 
- 
Tourist Publicity 
Link Likely 
Closer co-ordination between 
the voluntary Irish Tourist Asso- 
ciation and the Government- 
sponsored Irish Tourist Board on 
publicity matters is being sought 
by the Department of Industry 
and Commerce in Dublin. 
A joint publicity body may be 
established to avoid duplication 
of effort. 
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THAT Pepsodent are testing a 
green toothpaste containing 
chlorophyll in the States. 

* * 


THAT Sidney-Barton Ltd. have 
been appointed public relations 
consultants to the Coal Utilisation 
Joint Council. 

* * 
THAT Andrew Milne will be 
question-master at a Brains’ Trust 
held by the Progressive Business 
Men’s Forum to-night (Thursday) 
on “Can the Clothing Industry 
Avoid a Slump.” 

* * * 
THAT no decision has yet been 
reached by the Rochdale Town 
Council over a recent recom- 
mendation that space on the Cor- 
poration’s public service vehicles 
should be let for advertising. 

* * * 


THAT Auto Tyre Services Ltd. 
entered this prize winning entry— 
H.M.S. “Blue Peter’—in the 
Southend and Basingstoke Festi- 
val of Britain carnivals. 
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We Hear— 


THAT a colour film is being con- 
sidered by Southport publicity 
and attractions committee to pub- 
licise thelr resort. 
* * 

THAT £8,595 has been set aside 
by Aberdeen town council for ex- 
penditure on publicity—£772 
more thea last _ 


THAT Alma Veronica Ralph, 
daughter of H. Ralph, director of 
Whitehall Advertising, and Petty 
& Sons Ltd., Whitehall Printeries, 
Leeds, was married at Christ 
Church, Armley, Leeds, on 
Saturday, to Wilfred Roberts of 
Hondingiey. Lach. - 
THAT Sie Miles Thomas, presi- 
dent of the Advertising Associa- 
tion, will attend the annual dinner 
of the Society of Diploma Mem- 
bers of the Advertising Associa- 
tion on September 28 and present 
diplomas to this year’s successful 
candidates. 
+. * 

THAT Cowlishaw & Fikes 
(Advertising) Ltd. 28 New 
Bridge Street, E.C.4, have been 
appointed sole advertisement re- 
presentatives for the official 
journal of the Institute of Per- 
sonnel Management. 


Pytram 
keeps 
a grip on 
your 
public 


PYTRAM LIMITED, DUNBAR ROAD, NEW MALDEN, SURREY. 


“Peter Plant” a three- 
dimensional display in 
Pytram laminated 
paper, illustrates the 
versatility of Pytram 
for original and imag- 
inative models. Size 
3 feet. 

Send today for your 
copy of the Pytram 
folder on advertising 
models. 


for ‘live’ publicity 


Tel. : Malden 32257 


THAT a group of prominent 
businessmen in St. Andrews have 
formed themselves into a group 
with a view to publicising the 
town to a greater extent. 

* * * 


THAT H. H. Bennett will be 
London representative of The 
Hindu in the absence of 
W. Matters who has just started 
six months leave following his 
recent illness. 

~” ~ * 
THAT the staff of Jamieson & 
Munro Ltd., publishers of the 
Stirling Observer and allied news- 
papers, have presented an electric 
standard lamp to their general 
manager and director, Wm. A. 
MacCallum, to mark his forth- 
coming marriage to Miss Eliza- 
beth Murdoch. The presentation 
was made last week at a reception 
in the Golden Lion Hotel, 
Stirling. 


THAT Miss Daphne Griffiths, 
daughter of Major Creighton 
Griffiths, chairman and governing 
director of Creighton Griffiths 
Ltd., was married at Barry to 


E. F. Sillett. Picture shows Miss 
Griffiths arriving at the church 
with her father. 

. ae * 
THAT a special supplement of 
British Textiles for the Canadian 
market was the subject of the 
television part of the programme 
at the South Bank Exhibition’s 
Telekinema yesterday (Wednes- 
day). 

* a * 
THAT the seventh “Old Ben” 
concert will be held at the 
London Coliseum on Sunday, 


October 14. A special Festival 
Year programme is being 
arranged. 

- * * 


THAT with the completion of a 
staff reorganisation scheme, the 
Grove Publishing Company 
(Manchester) Ltd. is concentrat- 
ing, so far as paper supplies per- 
mit, on the publication of muni- 
cipal brochures, town directories 
and transport timetables. During 
the staff reorganisation, J. 
Seymour has been appointed 
manager. 
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THAT L. Ashwell Wood dis- 
cussed his drawing of T.W.A.’s 
“Star of Ohio” Constellation air- 
craft with twelve “Eagle” readers 
when they went on a _ prize 
winners’ trip to Heathrow London 
airport. 


* * * 


THAT Pat Coldrick is acting In- 
formation Officer for the E.C.A. 
Mission to Ireland in succession 
to Ch R. H who has 
returned to the U. S. State Depart- 
ment in Washington. 


* * * 


THAT more than 14,000 people 
visited the Coal Utilisation Joint 
Council’s-stand at six agricultural 
shows in England and Scotland 
during the summer to see the 
latest modern solid fuel ap- 
pliances. 


* * * 


THAT the exhibition and display 
section of Iliffe’s publicity depart- 
ment has staged no fewer than 
six displays at three national 
exhibitions in recent weeks. All 
displays were designed by A. L. 
Reeve and Miss W. Vaughan and 
built by Replicards Ltd. 


* * * 


THAT less than two hours after 
the Manchester City News had 
published a full round-up of local 
leagues, clubs and officials, a club 
twenty miles away ‘phoned for 
copies for their “scouts” to use as 
an encyclopedia of amateur foot- 
ball in the Manchester area. 


* * * 


THAT a new edition of a road 
map which was published before 
the war is to be issued by the pub- 
licity department of the C.W.S. 
Running to 64 octavo pages, it 
will contain 19 sectional maps of 
England, Wales and Southern 
England, and will show the loca- 
tion of C.WS. establishments. 
The scale will be ten inches to 
the mile. 


ADVERTISING 
DIARY 


§ 11. 
REGENT ADVERTISING CLUB. 
Frank Smith on “Process En- 


graving.”” Monotype Corporation 
Ltd. Lecture Hall, Fetter Lane, 
Ww 


anp District. Visit to W. D. 

f tobacco factory, 
Newcastle. 3 p.m 

BIRMINGHAM PustictTy Assocta- 
TION. Associates’ Circle visit to 
Cc. & E. Layton Ltd, 
engravers. 


2. 
Pusticiry Civs or  Leeps. 
Little Journey to the Hope Valley 
works of G. & T. Earle Ltd. 
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What Britain Has Done 
For Photography 


Two current London exhibi- 
tions of interest to all concerned 
with the graphic arts 
the inestimable contribution that 
Britain has made in the develop- 
ment of photography, in all its 
applications, from earliest days. 

At Kodak House, Kingsway, 
W.C.2, till the end of September, 
Kodak stages an account of the 
life and work of William Henry 
Fox Talbot, the “father” of 
modern photography, in exhibi- 
tion form. Side by side with his 
original cameras, negatives, 
prints, chemicals and apparatus, 
from 1835 onwards, are their 
1951 counterparts. Some of his 
early prints, made under condi- 
tions of great difficulty, have 
stood the test of over 100 years 
remarkably well, and to-day are 
still fine photographs! 

At Overseas House, Park Place 
(off St. James Street) S.W.1, the 
Institute of British Photographers 
has arranged a Festival exhibition 
of British achievements in photo- 
graphy which, whilst having some 
of the historic interest of the 
Fox Talbot exhibition, takes 
matters further by staging the 
very latest developments in 
photo-science and applied photo- 
graphy in many fields. 

Historic exhibits include some 
of the earliest—and odd-looking 
—cameras ever devised: a photo- 
graph of W. E. Gladstone taken 
in 1869 at No. 10 Downing Street 
by Jos. Whitlock, whose great 
grandson is a well-known Mid- 
lands photographer to-day: the 
first colour photograph ever 
taken, just over 90 years ago: and 
the first “documentary” Press 
photograph showing Queen 
Victoria opening the Crystal 
Palace 97 years ago. 

Latest telephotographic Muir- 
head equipment is demonstrated, 
enabling photographs tobe trans- 
mitted from literally anywhere, 
direct to newspaper offices. Other 
demonstrations include newest 
R.A.F. all-automatic photo sur- 
vey cameras, X-ray, airplane 


spotting, underwater mono- 
chrome and colour cameras and 
other applications never dreamt 
of by those great British photo- 
graphic pioneers to whom these 
two exhibitions so justly pay 
tribute. 


‘LET PICTURES 
TELL THE STORY’ 


A new type of Press question- 
naire to exhibitors has been 
issued by the organisers of the 
British Industries Fair. Of special 
interest are the examples of the 
sort of B.I.F. photographs the 
Press requires. : 

“Photos should abhor advertis- 
ing material,” it is stressed. 
“Many otherwise usable B.LF. 
photos have been discarded by 
the Press because a plaque with 
the firm’s name and address on it 
appeared in full view of the 
camera. Let the picture tell its 
own story and leave the business 
side to the caption or the accom- 
panying article.” 


BAND CONTEST 
ON NEWS-REEL 


The annual “September Blue 
Riband” brass band contest at 
Belle Vue, Manchester, which in 
previous years has widespread 
publicity in both the local and 
national Press has this year—the 
99th in the series—entered a new 
field of publicity, the cinema. The 
contest, held on Saturday, was 
filmed for a news reel following 
a meeting the previous day be- 
tween Belle Vue officials and 
representatives of Pathe Gazette. 

Seventeen championship bands 
took part in the event which was 
presided over by H. F. B. Iles. 
Assisting Mr. Iles was Frank 
Parker (brass band contests man- 
ager, Belle Vue) who has been 
associated with the events for 
more than 20 years. 


Doncaster Wins 


Doncaster Society's Emporium 
provided the outstanding window 
display in the window-dressing 
competition organised by the Co- 
operative Union, Manchester, as 
part of its Festival of Britain 
programme. 

The displays were required to 
show the benefits which the 
societies had brought to the local 
community. 

Doncaster Society's display 
featured a large £ sign against a 
background of stage-money. The 
predominant colours were those 
of the rainbow flag. In the top 
left-hand corner appeared a 
vhotograph depicting the store at 
its bigth in 1868, with the 
Emporium as it is to-day on the 
right. Arrayed under these two 
main photographs were a dozen 


Window Contest 


smaller ones, with appropriate 
headings of the Society's depart- 
ments and activities, appearing on 
a rainbow background. In the 
bottom left-hand corner was a 
copy of the Society's first 
balance sheet, the original minute 
book appearing in the right-hand 
corner. 

97 societies submitted 44 
entries. The winners were: 

Group 1 (societies with more 
than 50,000 members), Portsea 
Island Society's Copnor Road 
Group Branch. Group 2 (20,000— 
50,000) Doncaster Society's 
Emporium. Group 3 (5,000- 
20,000), Consett (Durham) 
Society's Central Grocery Branch. 
Group 4 (under 5,000) Oswald- 
twistle (Lancashire) and Auchin- 
leck (Scotland). 


ADVERTISER'S WEEKLY 


CORRECTION 


Prices quoted in Beney Lighters 
Goodwill Xmas Gifts 


advertisement in last week’s issue 
should read :— 


Plain Chrome 
Satin Chrome 
Barley Engine Turned 
Globe Lighter 


Inclusive of excise duty 
(less 6]- per lighter when exported) 


BENEY LIGHTERS 


1 Wellclose Square, London, E.1 
Telephone ROYal 4833 


To a substantial Agency that wants to 
increase its services, as distinct from 
and in addition to the usual press pub- 
licity campaign work, we extend the 
opportunity to purchase as a going 
concern, a display makers and exhibi- 
tion stand fitting business situated in 
the centre of Manchester. 


Present turnover £30,000, every penny 
gilt-edged business from a hand-picked 
list of National A/Cs. 


25,000 feet of floor space on lease, 
adequately staffed with long-service 
employees, London Sales office accom- 
modation on short lease. 


Present owner would stay on for 12 
months on reasonable terms if neces- 
sary. A genuine opportunity to pur- 
chase a profitable, well-constructed 
company with abundant supplies of all 
raw materials, labour and facilities. 


Principals only please. 


Box No. 10664. 
Advertiser’s Weekly, 180 Fleet St., E.C.4 
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‘Trade Press 


Ads, Are Coming 


Into Their Own’ 


Speaking at the annual meeting 
of Benn Bros, Ltd., last Friday, 
the chairman, E. Glanvill Benn, 
said: 

“A study of the advertisement 
pages of our 15 journals shows 
clearly that business undertak- 
ings of all sizes, some large and 
old-established, some small and 
new, are struggling ahead, selling 
British goods in all the markets 
of the world in spite of the worst 
that the politicians can do to 
them. 

“The same study of our adver- 
tisement pages reveals another 
interesting trend. Whereas during, 
and for some years after the war, 
most advertisements were of a 
prestige or reminder character, 
now there are goods to be sold 
and the spur of competition is 
seen, and trade Press advertising 
is again coming into its own.” 


endments 
And Additions 


For the convenience of readers of 
Advertiser's 
following list of 


‘Blue Book’ Am 


a A further list will be published 
late 

Cumberland Evening Star & Mail; 
1.Ss. $.D.6. 13, 4s. 6d. (page 
61). east =~ By Daily Times; L.Off 
107 Fleet St., E.C.4 (page 61). fom 
Evening Star; L.Off. 107 Fleet St., 
(page 62) Biddulph Chronicle; on 
143 Fleet St.. E.C.4; L.Tel. Central 2110; 
L.Rep 
ton Coe L.Off. 143 Fleet St, 

4 


pa . _ Felixstowe 
Times; L.Off. 107 Fleet St., E.C.4 (page 
101). Hereford Citizen & Bulletin; 7 St 
St.. Hereford (page 105). Ipswich 
Football Star; L.Off. 107 Fleet St., E.C.4 
(page 107). Suffolk Chronicle & Mercury: 
L.Off. 107 Fleet St.. E.C.4 (page 125) 
Aberdeen Bon-Accord & Northern Pic- 
torial; 1.12s.; $.D.13, 10s. 
Perthshire Advertiser; 1.12s.; 
(page 147) 
Portland St., Langham $211; ; 
cl. 6¢ im.; mc. 2; t. pub. mthly; scr. 120 
Rates on application. (insert page 221) 
Catholic Herald Group; N.S. 97,893 
Gan-lune ‘51) (Comb. rate covering 
Catholic Herald 2 English Edtns, Glasgow 
Obuerver, Scottish Catholic Herald 
P.£250 & Pr. to E 1.35s.; Catholic 
Herald 2 English Edins. only P.£187 10s 
& Pr to E; 125s.) (page 231). Greyhound 
Leader Delete (page 245) Holiday 


Camp Review Delete (page 245) 

Rowing; 69/71 Richmond Rd., Kingston- 

on-Thames; 5074 (page 249) Speedway 
P.£80 & Pr; 1.£2; $.D.7. 10 


Gazette 
13, 15% (page 250). My Home: P.£200: 
F.m.P. £220 (page 261). Wife & Home 
£200 (page 263). Board 
Journal H.M Stationery 
Advertisement Section, Room 
D 57, Atlantic Hse.. Holborn Viaduct 
E.C.1; City 9876 (page 285) Milling 

E Archer-Pratt; L.Og. 17 
Pinner Park Ave, Harrow; Hatch End 
H.£10 108; Q£5 10s.; 


Advertising Ltd. Delete (page 355) 
International Representation of Advertis- 
ing iw Ltd, 40/2 William IV St 
w.c2 age 388) Parameshwar. T 
Ee. Fleet St.. E.C.4; Central 2671 (page 
9) Klinger (Richard) Ltd Delete 
RE P. Secretan (M); McCann-Erickson 
Advig. Ltd. (AA) Substitute S. H 
Wright & Co. Ltd.. (AA) (page 707) 
Svdney Morning Herald. 
Williams; cw. 9} ems; nc. 10 (page 
767) Sunday Herald. The: WL Rep 
Williams; c.w. 94 ems: nc. 10 
(page 769), Dolaro, L.H.; Tel. London 
Wall 4231 (page 908) Dolaro, LH 
Tel. London Wall 4231 (advt 
Page 955). Modern Packaging: elas 
London Wall 4231 (page 956) Moder 
Plastics; L.Tel. London Wall 4231 teees 
956) Plastics Merchandising; L.Tel 
London Wall 4231 (page 956). 
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| DRAWING PAPERS - 


Famous for 
UNBLEACHED ARNOLD DRAWING 


RUSSELL FLINT WATER COLOUR 


HAND MADE PAPER & BOARDS 


ARNOLD & FOSTER LTO EYMSFORD MILL «ent 


CUT-OUT LETTERS « SIGNS 


display 


lettering 


Cut-out relief lettering, 

ready gummed, !2 types, 3/16” -8” 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, $.W.3. Tel. FLA 6816 
ORDER DEPT. 3 All Saints Road, W.!! 
Tel. — 9431 


_ ADVERTISING NOVELTIES | 


Goodwill Gifts 
of ADVERTISING NOVELTIES 
for your business friends and 

. potential customers 


SHENTON SERIES 


Offers a large range with per- 
sonal service. Write for our 
Catalogue or ask our repre- 
sentative to call. 

We are actual manufacturers 


GALE MELVILLE LIMITED 


67/73 MARLBOROUGH GROVE, OLD KENT 
ROAD, S.E.1. Tel. BER 4187 (2 lines) 


ADVERTISING GIFTS 
of all types 
from PENCILS to SILVER CUPS 


Send us your enquiries and let us suggest 
gifts to suit your price 


ANGLO FANCY PRODUCTS LTD 
fain peat 


a7 Mill Lane, 


Nw 
Phones Hampstead sans and Gladstone 676! 


| 
} 


erviees & 
[2COMMERCLAL ARTISTS} || PHOTOGRAPHERS j | 


79/80 Slaney St 
Birmingham, 4 


Birmingham 
Central 1345 


FASHION 
ARTIST 
LADIES ... CHILDREN ... 
MARGARET JACKSON 
104 Stainburn Crescent, Leeds, 7 


THE 
TUDOR ART AGENCY 11D. 
representing 
FREE LANCE ARTISTS 


| FURNIVAL STREET, LONDON, E.C4 
HOLborn 8841 CHAncery 3506 


DIRECT MAILING } 


POSTAGE Reduced for 
Your DIRECT MAIL 
by using HOMEX up-to-date 
MAILING LISTS. 
Built to YOUR requirements. 
All Dead Wood Eliminated. 
Every name a PROSPECT. 
Enquiries to 
Statistical Department 
HOMEX PUBLICITY 
11 Old Bond St., London, W.! 
ARC: 6076 
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PHOTOGRAPHIC 
PRINTS 


Any Size—Any Quantity 
Write or Phone 


PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.1 
Tel. Welbeck 0938/9 


| PACKING } 


eB 
Advertising « Industrial + Editorial 
and Colour Photography 


A.C. K. WARE 


(PHOTOGRAPHS) LTD. 
Metropolitan 9836 
Pomeroy House, Basinghall St., London, E.C.2 
eS 


MATTACOL 


DISPLAY PRINTS 
From stamp to 
in single copies or quantities 
SCOTLAND 
A. NIMMO 
131 Wilton Street, Glasgow, N.W. 
LONDON AREA 
ROBERT P. HYMERS LTD 
17 Clifford St., W.1 MAY fair 6768-9 
NORTHERN AREA 
R. DIXON, 5 Hillingdon Ra. 
Stretford, Manchester 
Longford 2647 


| MECHANICAL DISPLAYS } 


EXPERT 
PACKING 
PAYS 
Collation, Packing and Despatch 
We offer a prompt and efficient 
service for the collation, packing 
and despatch of advertising 
material—Showcards, Displays, 
Leaflets, etc. Write or phone 
> CHRISTIAN & CO. LTD. 


0a De Beauvoir Sq., London, N.! 
Clissold 3463 


Have You Seen 
**SCREENASCOPE’’? 


The finest continuous automatic 


STILL PICTURE PROJECTOR 


for 
Publicity and Commercial 
Advertising in Exhibitions, 
Shop Windows, Stores, etc. 


CRANE AUTOMATIC CO. LTD. 
Makers of Illuminated Signs 
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|_PROCESS SUPPLIES 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 
FOR AN 
INDEFINITE PERIOD 
Simple to use and very economical. 
Small sample supplied on request. 
THE S.D. SYNDICATE LTD. 


46 EARL ST., FINSBURY, LONDON, E.C.2. 


Telephones : Telegrams : 

BISHOPSGATE ESSDEECOP, 

6811/6812 SS FINSQUARE, 
7001 LONDON. 


PROCESS ENGRAVERS 


03 
7 


| DISPLAYS& EXHIBITIONS j 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. BOBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.1i 
Tel. Nos. Battersea 5300 & 4886 


COOK’S 
DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 
"Phone PARK 8652/4 
EXHIBITIONS - DISPLAYS - SIGNS 

FLUORESCENT SPECIALISTS 4 


DISPLAD LTD. 
CASTLEFIELDS 
MANCHESTER 15 
BLACKFRIARS 0856 
STANDS AND DISPLAYS 
OF QUALITY 


| BLOCKS & DIES ] 


BRASS BLOCKS & DIES 
“Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.1 
CLE 6474 


Est. 38 years 


| GENERAL PRINTERS } 


— ae CALENDARS 1952 ~ en 
Printed with your trade advertisement. 
First class subjects such as Glamour 
Girls, Landscapes, Seascapes, Dogs. 


Commercial Bold Figure series, 

: Prompt contacts please. 

Catalc showing reproductions in 

clout hom CHEVERTON & 

L . Chevier Works, 

Princes Risborough. (41) Aylesbury. 
“Phone P.R_ 487. 


Our 
Business 
is to make a 


Send us 
your trade printing 


F. W. WHITE & CO. 
Trade Letterpress & Litho Printers 
ALBION HOUSE, NEW NORTH ST. 
THEOBALDS RD., W.C.1 - HOL 943/ 


SILK SCREEN PRINTIN 


Screen Printing 
W. C. RAYMENT 


AND COMPANY 


RAYSIGN WORKS 
DURHAM ROAD 
LONDON N7 


GRUNBAUM 


* 
SHOWCARDS 


DISPLAYS 


. 
SILK SCREEN 
PRINTING 


° 
CEN, 4535 


Lh Le be Le 


. sO . D 


indica’ 
Price (or Deposit) “ond Weekly (or 
Monthly) paymenu. Sold 


Trade 
CAMDEN Price 48. West- 
bourne Gdans., ayy Tel.: 
rade terms on request 


Hove 39684. Trade 


EXHIBITIONS 
DISPLAYS 
PICTORIAL SIGNS 


INTERCHANCEABLE 
METAL LETTER SIONS 


SILK SCREEN 


AND SINGLE COPIES 


Whether it’s merely a job of 


duplicating 
by stencil, or ——— pro- 
cess; or even batch of 
envelopes that coauire 


90 Victoria Street, $.W.1. 


SILK SCREEN MATERIALS 


SILK and 
SCREEN 
PRINTERS 


SUPPLIES 


GEORGE HALL’S 


of course! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 


0. 
$, SON & WATTS LT 
peptone $T,LONDON, EC.2 


mONarch 7408 ichree lines) 


Stockport Tel. STO 3375 


ADVERTISER'S WEEKLY 


Legal and 
Gazette 
COMPANY WINDING-UP 


The first mecting of creditors under the 
compulsory liquidation of the Si, Francis 
Publishing Co. Litd., 51 Tothill Street, 
London, publishers, was heid on August 
30 at the Board of Trade Oilices, Strand, 
London, W.C., when F. M. Collins, 
senior assistant Official Receiver, reported 
that the winding-up order was made on 
July 30 on a cfeditor'’s petition. 

1be company was regisicred on January 
3, 1951, as a private company with a 
nominal capital of £5,000, of which 


to acquite the business of Animal Pic- 
torial Publications, and also to carry on 
business as publishers. Under an oral 
agreement 1,503 shares of £1 cach were 
also allotted to directors as fully paid 
in consideration of monies previously the 


of a 
magazine called Animal Life, 15,000 
copies in March, 10,000 in April, 12,000 
in May and 12.000 in June. Of the 
March issue 5,000 copies were delivered 
to subscribers prior to formation of the 
company. The June issue was said to 
have been received late from the printers, 
and other difficulties arose over paper 
supplies with the result that the company 
had to obtain paper from other sources 
at higher prices. 

The assistant Official Receiver said that 
mo accounts had been prepared and the 
statement of affairs had not yet been 
filed but from present information the 
liabilities amounted to about £9,000 due 
to some 953 creditors. Of that number 
898 were creditors who claimed £571 in 
respect of subscriptions. So far as was 
known the assets totalled about £900 

Failure was attributed to shortage of 
working capital, the tremendous rise in 
Prices and costs. loss occasioned by 
Printing delays, failure of paper supplies. 
and to the fact that the company was 
unable to do its own — as planned. 

Mr. Collins added that a thorough in- 
vestigation was necessary into the com- 
pany'’s affairs. 

No resolution was passed and the 
matter was left in the hands of the 
Official Receiver as liquidator 


NOTICE OF DIVIDEND 


Thomas Sharples, lately carrying on 
business at Britannia Place, Blackpool, 
Lancs, advertising agent. No. 17 of 1927 
Supplemental of is. 6)d. im the £ pay- 
able September 7 at the Official 
Receiver’s Office, 20, Byrom Street, Man- 
chester, 3. 


POSTERS PUT UP 
WITHOUT PERMISSION 


Kemsicy Newspapers, Lid. piraded 
guilty at Chertsey (Surrey) to two charges 
of displaying bills on public property 
contrary to the 


tisement Regulation. The firm was fined 
£5 on cach summons with three guincas 


‘osts 

Mr. R. D. Tonge (for Egham Com 
said that on July 16 or 17, one of the 
firm's papers organised a women's golf 
competition at Wentworth. The Council 


Signposts there were posters advertising 
the Daily Graphic. He submitted that 
these were an offence under the Act, as 
no application had been ma 
Mr. D. P. Kerrigan (for Kemsleys) 
: “We have unwittingly offended 
against this regulation.” Application 
m made to the Wentworth Golf 
Club and permission obtained from it. 
Unfortunately among the advertisements 
there had m some which might 
Properly relate to the affairs of the Daily 
Graphic and not purely to the golf 
tournament In future the company 
would apply to the 
Permission to put up the advertisements. 


CONSPIRACY CHARGE 


Arrested 4 
Alvarez, 48. publicity agent, Blatching- 
ton Road, Hove, and Nora Vera Clark. 
27. housekeeper, same address. were 
—— at Clerkenwell Magistrates’ Court 


Drake eet, W.C.1, and elsewhere 
10, 1950, and April 

30, 1951, fraudulentl to their 

own use benefit of 


~~ 
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ADVERTISER'S WEEKLY 


Publications News and Notes 


‘Huddersfield Examiner’ Enters 
Its Second Century 


The Huddersfield Examiner 
celebrated its centenary on Satur- 
day by publishing an eight-page 
supplement telling the story of 
the paper. ° 

The first issue of the Examiner 
was on September 6, 1851, selling 
at 44d. To-day’s chairman of the 
board, Arthur L. Woodhead, is a 
son of the paper’s founder, Joseph 
Woodhead. 

Production of the paper—from 
newsroom to rotary Press—was 
illustrated in the supplement with 
a double-page spread of pictures. 
There was also a photograph of 
the advertisement department. 

A leading article comments: 

“During recent years a large 
number of independent local 
newspapers have fallen by the 
wayside. Some have been unable 
to stay the course, others have 
been bought out or absorbed by 
one of the big combines. This is 
a disquieting development, and as 
the Examiner enters on its second 
century its friends will be pleased 
to know that provision has been 
made which will ensure that it 
will remain independently owned 
in local hands.” 

* * * 

Link House Publications have 
acquired the Small Trader and 
Wholesaler. As from next month 
it will be merged with their pre- 


tide Boucicaut in Paris) will be 
the theme of the November num- 
ber of Store Magazine of Retail- 
ing. Copies of this issue will be 
circulated to merchandise mana- 
gers in all department stores of 
the world. 
* . * 

The October issue of The 
Caravan (on sale September 25) 
will be entitled First Motor Show 
Number and will be the biggest 
yet, containing 212 pages. Asa 
special number it has an in- 
creased selling price of Is. 

* *” * 


The next few issues of Boxing 
News will contain special features 
devoted to the forthcoming 
world’s middleweight champion- 
ship contest between Randolph 
Turpin and Ray Robinson. 

7. * * 

Hairdressers’ Journal is produc- 
ing its special Christmas number 
on October 4. The issue will 
contain a special section devoted 
to Christmas lines for hairdressers 
to sell. 

* - 

Poultry Farmer is producing a 
special 4-page feature in the issue 
of September 15 which will in- 
clude charts and articles to help 
domestic poultry keepers. 

* + * 


sent monthly journal Shopkeep 
and Retail Trader, under a new 
title of Small Trader and Whole- 
saler. Selling price will remain 
at sixpence. 

* ” * 


London's first floodlit athletic 
contest will be held at the White 
City next Wednesday evening 
when the City Charity Athletic 
Contest is held with nine teams 
competing for the Financial 
Times shield. 

* * * 


Free embroidery transfers, 
specially chosen by Judy Gar- 
land, Patricia Neal, Gene Tierney 
and Loretta Young, are included 
in to-day’s issue of Pins and 
Needles. 

* * * 


The 1951 edition of the Inter- 
national Trade Issue of the New 
York Times carried 60 per cent 
more advertising than the 1949 
issue. In the 1949 issue, 149 ad- 
vertisers were represented. In 
1950 the number rose to 162 and 
this year there were 199. These 
figures are given in a broadsheet, 
which includes a miniature repro- 
duction of the 1951 issue, an- 
nouncing the publication of the 
1952 International Trade issue 
next January. 

* * * 
The centenary of the introduc- 


tion of modern department store 
techniques in retailing (by Aris- 


Cor ing in the October 5 
issue Picturegoer is to serialise 
the book /n Town Tonight written 
by Peter Duncan, producer of the 
popular B.B.C. programme of 
that name. 

* * * 

On September 9 The People 
will begin serialisation of the con- 
fessions of Peter Jenkins, May- 
fair playboy, who was sentenced 
to a long term in Dartmoor. 
Entitled “From Harrow to Dart- 
moor,” the series will run for 
about six weeks. 

. * * 


John Bull has secured the ex- 
clusive serial rights of Lieutenant 
Hornblower the new full-length 
novel by C. S. Forester, as yet 
unpublished in this country. 

+ * 

Table Tennis, official maga- 
zine of the English Table Tennis 
Association, has been transferred 
from the Walthamstow Press to 
the Hendon Printing Works. 
Leslie S. Woollard continues as 
editor. With a rising national 
and international circulation, the 
magazine will be enlarged and 
further improved in the near 
future. 

* * * 

The issue of The Field for 
September 15, a special gardening 
number, will include plates in 
colour of this year’s new roses 
which have been selected by the 
National Rose Society. 


NEW PLANS FOR 
MAGAZINE — 


Herbert 1. Thompson, formerly 
managing editor, Odhams periodi- 
cals, has taken over the manag- 
ing editorship of Collins Maga- 


zine, : 

W. A. R. Collins, chairman of 
Collins, said: “We have made 
plans which include new ideas for 
improving the quality, appeal and 
presentation of our contents. We 
are about to launch an advertising 
campaign in the Press and else- 
where.” 

Collins Magazine was founded 
in 1948 to meet the need of 
children for first-class fiction, 
practical information, and topical 
entertainment on a variety of sub- 
jects. The aim of the magazine 
is to combine the literary stan- 
dard of the old Strand Magazine 
with the best of modern pictorial 
journalism. 

- ~ * 


Cricket Publications Ltd. has 
been formed to take over the 
Cricketers’ Magazine and to ex- 
tend its circulation on a nationaf 
basis. It was formed four years 
ago in South Wales by H. H. 
Jarrett (who used to play for 
Warwickshire) and R. H. Pugh. 
An editorial advisory committee 
is being formed with some lead- 
ing cricketers participating. It is 
proposed to produce Christmas 
and Spring numbers (price 2s. 6d.) 
as well as the monthly issues 
(1s. 6d.) from May to October. 
&. J. E. Rhodes is in charge of 
advertising and circulation. 

* . +. 

Wire Production is the title 
of a new monthly statistical and 
technical journal to be published 
by Wheatland Journals Ltd., pro- 
prietors of Brushes and Toilet 
Goods, Cordage World and 
Industrial Textiles and associated 
publications. First issue is 
scheduled for December 1. Chair- 
man of Wheatland Journals Ltd. 
is S. Morley Tonkin. who controls 
the Shrewsbury Chronicle and 
Salford City Reporter groups. 
E. T. Portwin is managing direc- 
tor and G. F. Warren, formerly 
with East Africa and Rhodesia, 
will edit the new journal. 

. * . 

America’s famous comic strip 
cartoon “Li'l Abner” made its 
debut in the Daily Herald on 
Monday. It is claimed that in the 
States this strip is read by 50 
millions every day. The strip 
will be given a limited presenta- 
tion in the Herald and its perman- 
ence will depend on reader 
reaction. 

* * 7” 


In Adelphi (third quarter, 
1951) published by Staples Press 
(2s. 6d. quarterly) it is announced 
that it is intended to give in- 
creased attention to book reviews. 
Literature. the drama, and music 
account for a number of adver- 
tisements. 

* * * 

September issue of Skinner’s 
Silk and Rayon Record is devoted 
to the London Congress of the 
International Silk Association. 
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CLASSI ADVERTISEMENTS | 


(Continued from cover) 


ACCOMMODATION 


WAREHOUSE AND OFFICE SPACE, 
total 2,000 square feet urgently required 
by Display Contractors (no machi ». 
All districts considered (within 20 miles 
radius of London). Write giving full 
details to 


_ Box 562 Ad. Weekly 180 Fleet St EC4 
COMMERCIAL ARTIST with large 
North lighted room in Swiss Cottage 
area wishes to share with another 
Heating, lighting. phone etc. 
Box 696 Ad. Weekly 180 Fleet St EC4 


COURSES 


CANDIDATES FOR 
THE A.A., L.1.P.A. and 1.S.M.A. 
EXAMINATIONS 
are offered a coaching service 
which has won remarkable 
successes, including a large per- 
— of the A.A. Diplomas 
awarded in recent years and 
L.S.M.A’s Pickup Medal in 1944, 
1946, 1948, and 1950. We also 
offer non-examination Courses, 
both comprehensive and 
specialised, in modern Advertis- 
ing, Salesmanship, and Sales 
Management. Send for our 28- 
page booklet “‘Advertising’’ or 
*‘Salesmanship and Sales Manage- 
ments’’ (36 pages). Each is pack- 
ed with practical information. 
They are free. So are the willing 
services of our Advisory Depart- 

ment. 
INTERNATIONAL CORRESPONDENCE 
SCHOOLS LTD., Dept. A.W. 14 
jonal Bidgs., Kingsway, W.C2 


CITY OF LONDON COLLEGE 
Moorgate, E.C.2. 
Evening Courses in 
ADVERTISING 
and 
SALES MANAGEMENT 


commence on 24th September, 


Enrolment : 5-8 p.m. September 
17th (last session’s students 
only), 18th and 19th. 

Further particulars from the Secretary of 

the College (MONarch 81 12/3/4) 


TRADE ANNOUNCEMENTS 


TYPING: Strictest confidence maintained 
References. Rates from 2s. per 


vided. Acton, Grove oa 
Hastings, Sussex. 

DUPLICATING:  Strictest confidence 
100 10 in. x 8 in. 7s. 9d. Reduction 
larger quantities. Coloured papers anc 
inks. igned headings. ‘ork com 
leted day received. Acton, 46 Grove 

oad. Hastings, Sussex. 


PERSONAL 


PUBLICITY 
AND SALES MANAGERS 


Visit the 
National Display Exhibition 

and see the finest and most comprehen- 
sive range of display and ‘‘point-of-sale’’ 
publicity material. Central Hall, 
Westminster, October 15-19. Admis- 
sion 2/- including 36-page Exhibition and 
Convention catalogue. Advance tickets 
from Exhibition Organiser, 16, West 
Central Street, London, W.C.1. 
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APPOINTMENTS VACANT 


COMPOSITORS required for high class 
commercial work. Modern Factory and 
equipment. Apply in writing to Fox 
Printing Press, Typos House, Maybank 
Road, South Woodford, E.18 

PRODUCTION MAN with initiative ani 
keen to accept responsibility, wanmici 
by progressive medium-sized agency 
(L.1.P.A.), London. Must be thorough- 
ly experienced with blocks, settings. 
adaptations; knowledge of ty h 


433 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 35s. 
APPO! ine, 35s. 


INTMENTS WANTED, 3s. per 

4s. per line, 45s. per 
charge, ene tne pms 9a. coverias 
advertisements 


postage, Series application; 
uncer seven insertions MUST se ‘PREPAID. A Address: “Advertiser's 
Weekly,” 180 Fleet Street, London, E.C.4. 2844. 


per panel inch. 
per display panel . All other 
Ag By —— pt —* ae" 


CHAacery 


APPOINTMENTS VACANT 


desirable Real opportunity for am- 
bitious young man or woman. Our 
staff know of this advertisement. 
Write in confidence, 
Box 667 Ad. Weekly 180 Fleet St EC4 
SALES SUPERVISOR required to take 
charge of space selling on maps, 
menus, ¢ctc., in home counties. Good 
salary and over-riding commission, full 
details to 
Box 668 Ad. Weekly 180 Fleet St EC4 
SHORTHAND /TYPIST = cequired by 
West End Advertising Agency, age 18- 
20. Write, giving full particulars, 
salary required, ctc., to 
Box 671 Ad. Weekly 180 Fleet St BC4 
ORDER CLERK required for Process 
Engravers. Five-day week, hours 
8 am. to 5 p.m. Weite giving age. 
experience, salary required to 
Box 593 Ad. Weekly 180 Fleet St EC4 
LETTERING ARTIST required 
immediately by Commercial Stuaio 
Id working conditions and good 
salary offered to top class man 
Write in first instance. giving age. 
salary required and previous experience 
Box 618 Ad. Weekly 180 Fleet St EC4 


EXCEPTIQNAL 
OPPORTUNITY 
for a first-class 


COPY WRITER 
EXECUTIVE 


An opportunity presents itself 
in a leading London Publish- 
for a first-class 
He 


be a man of resource 


ing House 
Copywriter Executive. 
must 
with brilliant and workable 
ideas. 
Administrative 


All-round Creative and 
experience 
essential. 
prospects 
applicant. 


Good salary and 
await the right 
Correspondence 
will be handled in strict con- 
fidence. Apply, in writing 
giving particulars of experi- 
ence, qualifications, age and 
salary required to 
Box 69! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


EXPERIENCED SBPCRETARY /SHORT- 
HAND-TYPIST required for Adver- 
tisement Manager of month'y 
paper in small publishing 
Knowledge of advertising 
but not essential Sal 
5S p.m. No Saturdays. 
daiaiis to Miss Hood. 
we 418/20, York Buildings, Adelphi. 


SPACE BUYER: Vacancy exists in a 
London Advertising Agency for a young 
lady with previous experience of 
space buying. to take over the position 
of Agency Space Buyer She should 
have a good knowledge of Agency 
routine and be a shorthand typist. The 
position carries very good salary and 
a S-day week 
Box 699 Ad. Weckly 180 Fleet St EC4 


*Phone your Classifieds 


PHOTOGRAPHIC 
AIRBRUSH 
RETOUCHER 
REQUIRED 
experienced, top grade 
work, highest salary, 
excellent prospects. 


Box 654 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


EXPERIENCED LADY REPRESENTA- 
TW reliable space seller, 


est End contacts preferre4. 
Box 591 Ad. Weekly 180 Fleet St BC4 


DISPLAY DESIGNER 
required for display section of London 
organisation, able to prepare working 
drawings and supervise production. 
Write fully, age, salary, etc. 

Box 65! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION. Progressive agency re- 
quires a further young, but experienced 
production assistant to hand'e group 
of accounts, including block ordering, 
maintenance of records, etc. Five-day 
week rite 
Box 594 Ad. Weckly 180 Fleet St EC4 

ADVERTISING REPRESENTATIVE re- 
quired by established publication, good 
commission; small expense allowance. 
A real oppc y f 
ambition and ability. Write, i 
a with full details of experience, etc., 


Box 658 Ad. Weekly 180 Fleet St BC4 
ADVERTISEMENT REPRESENTATIVE, 
preferably with car, requieed for 
Liverpool Manchester Hull area, by 


old-e 
Company. Salary, expenses ‘and com- 
mission Good connection with 
Advertising Agencies and Engineering 
firms required. Permanency with pros- 
pects for good 
ep and basic sala 
Box 684 Ad. Weekly 180 Fleet St BC4 
S. H, BENSON LTD., are secking oe 
services of a limited num 
duction men with some experience pes 
a foundation training. 
Applications should i ard 
some meaten of the salary required, 
nclude brief ctails of 
date. 


ASSISTANT REQUIRED for Publicity 
Department. Alexon & Co. Ltd., Ex- 
perience in Addressing Equipment, and/ 
or Sales Records essential, and that 
the applicant be a copy-typist An 
interesting post, that might very well 
develop into an assistant Sales-manager- 
ship for the right type. An excellent 
Opportunity for a young man about 
20 years of age. Please telephone CLE 
1511, Ext. 114, for appointment. 

PRODUCTION: Experienced man e- 
quired by Agency specialising in techni- 
cal and industrial advertising. Appli- 
cants should have a thorough know- 
ledge of 
artwork and casting type, 
paration of printer's layout. Posi- 
tion carries top salary and is a five 
day week with good working condi- 
tions. Write, ee age, experience 
and salary required 
Box 551 Ad Weekly” ‘180 Fleet St EC4 

FEATURE-WRITER (under 35), re- 
quired by well-known, old established 
trade journal. Preferably, but not 
essentially. a man with an engineerin: 
turn of mind. and some knowledge 0! 
factory production methods Cc 


ing ss . £400-£600. according 
to qualifications. Full particulars, in 
strict 


‘onfidence. to 
Box 702 Ad. Weekly 180 Fleet St BC4 


SPACE SALESMAN Cinema media 
Willing to travel “Car an advantage. 
Commission and expenses. salary after 

trial. Experience easential Phone 
_MAY 5678 for appointment 

SPACE SALESMAN for offic! ally sup- 
ported local directories. Salary and 
commission. Only front rank salesmen 
need apply. Write in the first instance 
giving sales record to London and 
Provincial Publications Lid. 3% Forty 
Avenue, Wembley. 

GENTLEMAN eequired to obtain Indus- 
trial Advertising for leading Journal. 
Must be accustomed to contacting at a 
pe me ag rg according to 
qua! -_—w rite, in strict con- 
fidence, 


Box 608 “ad. Weekly 180 Fleet St BC4 


A first’ class FASHION ARTIST 
required to sketch quality clothes 
portrayed with elegance in prestige 
advertisements. Applicants please 
state previous experience. salary re- 
quired and forward specimens and 
proofs to Crafts- 


Fashion [lhustrators, 
men in Advertising. 73 Newborough, 
Scarborough. 


GROUP OF WELL KNOWN constantly 
developing journals always has room 
for young space-salesmen. So. if you 
would like to join an organisation that 
would ier you every opportunity to 
tise to the top, send details of yourself 
to the General Manager, 

Box 666 Ad Weekly 180 Ficet St BC4 

REPRESENTATIVE REQUIRED for 
group of overseas trade journals for 

Must have had previous 


commission and 
in first rong 3 

giving details of Previous posts, age 
Box 596 Ad. Weekly 180 Fleet St BCs 


ADVERTISER'S WEEKLY 


PPOINTMENTS VACA 


Young 
ADVERTISING 
EXECUTIVE 
Wanted 


to take charge of a section in 
the Advertising Department 
of Glaxo Laboratories Limited. 
Duties will include liaison with 
the Company's Advertising 
Agents and the administrative 
detail of exhibitions and dis- 
plays. Similar previous ex- 
perience, preferably with 
agency background, is essen- 
tial. A progressive salary with 
Participation in the Company's 
Pension and Incentive Schemes. 
Apply in writing stating all 
relevant details and present 
salary to the 


Senior Personnel Officer, 


GLAXO LABORATORIES LTD. 
» Middlesex 


ASSISTANT required 


in Publicity De- 
partment 


of well-known Automobile 
Engineers situated in the Midlands 
Applicants should be experienced in 
Production of literature for Home and 
Export, and general procedure of adver- 
tising department. Write in confidence 
— full particulars 

Box 659 Ad Weekly” 180 Fleet St BC4 


Senior Visualiser 


THE 


London Press Exchange 
Group A 


We are looking for someone who has already had appre- 


ciable experience of Agency life—and who can tackle 


campaigns, big and small, 


their final presentation and production. 


from their creative start to 


The job is a 


responsible one, interesting, varied. 


When applying, please tell us all that is relevant about 
yourself, and indicate the salary you expect. But do nor 


send specimens. 


Also, please do not telephone. 


Write to: 


GROUP MANAGER 


LONDON PRESS EXCHANGE LTD 


GROUP A ' 
110 ST. MARTIN'S LANE, W.C.2 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT ff 


YOUNG & RUBICAM || 


ADVERTISING MANAGER 
UMITED 


Company manufacturing 
ood future 

and 
Must be capable 
liaison with agemts; re- 
organise literature; run printing de- 
partment (two Rotaprint machines); 
addressograph and mailing list. Know- 
ledge layouts, copywriting essential. 
Should have contacts with free lances 
and editors of technical journals. 
State age, experience and salary re- 
quired. 


Box 669 
Advertiser's Weekly, 180 Fleet St., E.C.4 


EXPERIENCED SPACE SALESMAN rec- 
= for exclusive _—_ —. 
= L 


Old- 
established Compa 
Box 662 Ad. Weekly, 180 Fleet St EC4 


r man with 
organising ability 
taking ever 


An opportunity exists for a 
young man with a compre- 
hensive knowledge of pro- 
vincial billposting to join 
our staff. He should be used 


to selecting and buying 


poster space. Write giving 


details of experience and 


salary required to 
EXPERIENCED 
LAYOUT 
ARTIST 


required by London Agency. 


Personnel Manager, 
285 Regent Street, W.!. 


—eEE7E 
ARTIST WANTED in the studio of 
advertising agency where the work 
offers plenty of varicty Competent 
lettering and slick roughs required 
Write stating > acre, age and 
salary expected 
Box 692 Ra. Weekly 180 Fleet St EC4 
COPY CLERK, abic to work on own 
initiative, required by Technical Pub- 
lishers, good salary according to age and 
ability. Progressive position for some- 
one prepared to get on with the job. 
Apply Sawell & Sons, Lid., 4 Ludgate 
Circus, E.C.4, of tel. Mrs. Monk 
CEN 4354 for appointment. 
ESTABLISHED and fully recognised pro- 
vincial agency has vacancy for experi- 
enced Contact Man Unrestricted 
opportunities and good backing from 
creative and executive angies. Must be 
proved business getter and genuine | 
hard worker | 
Box 660 Ad. Weekly 180 Pieet St EC4 | 


Previous Agency experience 
essential. Write in confi- 
dence giving details to 


Box 653 
Advertiser's Weekly, 180 Fleet St., E.C.4 


YOUNG LAYOUT ARTIST is required 
in the Publicity Department of large 
concern The position offers varicty 
and is permanent and pensionabic. 
Write giving details of experience, age 
a salary expected tw 
Box 694 Ad. Weekly 180 Fleet St EC4 


AGENCY MANAGER 
WANTED 


The advertisers are the proprietors of a small, recognised 
advertising agency in a busy provincial centre in the South 
Midlands. The working Director-Manager is on the point 
of retirement. Thus, there is an excellent opportunity for 
a man prepared to take up the post becoming vacant, and 
to develop the business. 
Such a man should be— 
35-40 years of age 
Fully experienced in agency management 
A definitely proven business getter 
Hard working, keen and a good mixer 


Ample backing and facilities for new business are available 
and will be given without stint to a man who proves his 
worth. His entire future would be of his own making. There 
would be no frustration of enterprise; generous salary and 
commission terms are available. 

Please write 
employment, 


details 
in the first place to— 
Mr. David Morgan, F.S.A.A. 
Incorporated Accountant 
100 Park Street, W.1 


giving fullest of past and present 


’Phone your Classifieds 


434 


‘CLASSIFIED ADVERTISEMENTS 
| 


SPACE SALESMAN 


required for 


technical appealing 


rank 
tives 
engineering 
ils to 
Box 693 Ad. Weekly 180 Fleet St BC4 


PUBLICITY MANAGER 


Fully qualified man about 
35 years old with experi- 
ence of all forms of Pub- 
licity Material and Adver- 
tising Media. Must have 
ideas and ability to write. 
Duties include Editorship 
of House Journal. Salary 
£1,000 p.a. Written appli- 
cations only with details 
of career to 

ADREMA LTD. 

27 Telford Way, 

Acton, W.3 

Mark envelope Publicity” 


monthly 
technical j 
Contacts with 


leaders essential. 


FIRST CLASS LETIERING AND 
GENERAL ARTIST, also LAYOUT 
MAN with thorough knowledge of 
typography, for studio working for 
leading agencies. Only really experi- 
enced men wanted 
Box 665 Ad Weckly 180 Fleet St EC4 

A TECHNICAL WRITER required by 
firm in N London afea manufac- 
turing aircraft electrical equipment. 
Applicants must have concise style and 
be capable of compiling technical 
specifications from data or drawings. 
Electrical knowledge essential. The 
position is superannuated and Rives 
considerable scope to 


SEPTEMBER 6, 1951 


APPOINTMENTS VACAN 


SECRETARY wanted for Advertisement 
Manager of important, national publi- 
cation. The position carries consider- 
able responsibility. Applicants 
have a good educational background. 
g00d ality, intelligence and the 
ability to handle administrative detail 
quickly and accurately. First-class 
shorthand4ypewriting absolutely essen- 
tial. Write 
Box 670 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED MALE COPY and 


EXPER! 
make-up clerk for Advertisement De- 


Box 661 Ad. Weekly 180 Fleet St EC4 


W. M. de MAJO 


has vacancy 


for ASSISTANT 
DESIGNER 


(for Commercial Art, Packaging, 
and Display Design.) 
Must be experienced, versatile artist, 
neat letterer, capable executing 
first class finished drawing. 


Apply, Miss Wainwright, 
FLAXMAN 6816 


ADVERTISEMENT BR SORT ATE 
for first class media. and good 
commission. Staff aoe of this 
announcement. Write Fryers, 10 
_ Mitcham Lane, S.W.16. 

COMPETENT LADY SECRETARY 
required by a firm of publishers and 
advertising contractors, aged 28-40; 
used to responsibility, to take charge 
of small office. Good sal Interest- 
irg work Please apply in writing to 
William Samucl & Company (London) 
Limited. 17 Philpot Lane. E.C.3. 

SCHEDULE TYPIST for medium siaed 
Advertising Agency. West End. 
be accurate typist with slight Fe 
of shorthand. —— 9.30 to 
Canteen on premises. Write 
full particulars of experience and salary 
required. 

Box S95 Ad. Weekly 180 Fleet St EC4 


an 
man with adequate experience, age and 
— zoeemed to 
Ad. Weekly 180 Fleet St BC4 
BOSONS EXECUTIVE required by 
well-established progressive Londor 
Agency. To a person capable of in- 
troducing buriness, generous terms and 
energetic backing are available. with 
excellent future prospects. Apply to 
Managing Director. c 
Box 565 Ad. Weekly 180 Fleet | St EC4 


OUTDOOR ADVERTISING 
Experienced 
SITE 
NEGOTIATOR 


required by Midland firm of 
Poster Advertising Contractors. 
Give full particulars including 
experience, age and salary 
required. 


Box 652 
Advertiser's Weekly, 180 Fleet St., E.C.4 


VOUCHER CLERK «required immedi- 
ately by small advertising agency, 9— 
530 daily and alternate Saturdays. 
Write stating age, experience and 
wages required. S. P. D. Knights, 105 
Baker Street, W.1 

SHORTHAND / TYPIST required by 
Leading Advertising Agency. 
experience in similar business an advan- 

. Sday w Write stating age, 
experience and salary required to Secre- 
wes Greenly’s Lid., 5 Chancery Lane, 


FIN ANCIAL “ADVERTISEMENT RE- 
PRESENTATIVE required for well- 
known high-class weckly. Would con- 
sider one representing other publica- 
tions. Full particulars in confidence to 
Box 663 Ad. Weekly 180 Fleet St BC4 

JUNIOR LAYOUT-COPY-IDEAS man 
with agency experience; able to prepare 
clients’ roughs. and with a 
knowledge of typography. Particulars 
= age, experience and salary required 


Box 600 Ad. Weekly 180 Fleet St BC4 


WOMAN 
COPY WRITER 
WANTED 


by a prominent London 
Advertising Agency to team 
up with a layout visualiser 
as a Group to initiate ideas 
and copy. The group has a 
number of interesting 
National Accounts covering 
domestic products, women’s 
fashion interest, etc. She 
should have had practical ex- 
perience in handling this 
type of account and must 
have a good fashion sense. 

Details of experience can be 
sent in strict confidence to 


Box 689 
Advertiser's Weekly, 180 Fleet St., E.C.4 


INSPECTORS (2) full time, re- 

quired for bus inspections in (a) Mid- 

and (b) London ang Home 

Applications from _ reliable 

and experienced free-lance Inspectors 
i . Full details to 

597 Ad. Weekly 180 Fleet St EBC4 
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SEPTEMBER 6, 1951 


APPOINTMENTS VACANT 


OUTDOOR ADVERTISING. Young 
man required as site finder and to 
assist generally. Write giving details 
of Caen one salary required to 
D. Lid.. 527. Hertford 
Road, “Enfield Wash, Middlesex. 

ASSISTANT SPACE BUYER (Majic) 

wired for a well known Ficet Street 
Advertising Agency 
5.30. turdays 
age, experience and 
Box 590 Ad. Weekly 180 Fleet St ECS 


COPYWRITER 
REQUIRED 


A vacancy will shortly occur for a 
copywriter to work with a creative 
team on a small group of mainly 
technical accounts. Whilst the 
ability to visualise and create ideas 
would be a distinct advantage, it is 
more important that the applicant 
should be able to assimilate technical 
data and turn it into factual but 
interesting copy. Agency experience 
is essential. Full particulars please to 


Box 655 
Advertiser's Weekly, 180 Fleet St., E.C.4 


LETTERING ARTIST, cither sex, — 
good conditions, five-day week. Write 
or with specimens Studio Films, 
71 Dean Street, W.1. 

WANTED ARTIST living S.E. London 
for evening/week-c Home-work. 
Lettering and Finished / artwork. Mini- 
mum two years’ studio experience 
(evening interview). 

598 Ad. Weekly 180 Fleet St EC4 


THE FINANCIAL 
TIMES 


is considering the engagement 
of an additional Advertisement 
Representative, experienced in 
obtaining high class Industrial 
Advertising. Apply in writing, 
with full particulars to the 
Advertisement Manager, 7: 
Coleman Street, London 
E.C.2, marked “Personal.” 


PRATT & CO. (ADVERTISING) LTD., 
11 Albert Square . Manchester 2. ec- 
quire an experienced artist with a flair 
for design and layout. Abiity to do 
finished lettering essential. Preference 
given to one able to think out good 

ver 

ACCOUNTS CLERK with some know- 
ledge of Agency —_ required by 

‘est End Agency. Age between 
and 30. Please reply giving bricf details 
and salary required. Wilson Advertis- 
ing Litd., 16 Panton Street, Haymarket. 


APPOINTMENTS WANTED 


YOUNG MAN (30), wants appointment. 
Several ad experience as composi- 


printing eupestonse, 

layouts. publicity experience 

Box 583 Ad. Weekly 180 Fleet St EC4 
COPYWRITER and ideas man, with wide 

range of writing experience, seeks open- 

ing in Jrogressive agency 

Box 579 Ad. Weekly 180 Fleet St EC4 


ical Press. 
581 Ad. nd Period 180 Fleet St EC4 
IF YOU ARE a medium-sized London 
Agency seeking a responsible Creative 
Executive, well experienced in handling 
consumer or technical 
gg importance, 
Copy-Design-Creative-Contact 
Box 677 Ad. Weekly 180 Fleet St EC4 


*Phone your Classifieds 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS WANTED 


IMAGINATIVE YOUNG MAN in carly 
twenties, secks any progressive adver- 
tising position. Loyal, —— and 
convinced would prove an 
Box 678 Ad. Weekly 180 rieet weet § St_ ECs 

LETTERING ARTIST requires situation 
im London area. 

Box 679 Ad. Weekly 180 Fleet St BC4 

PRODUCTION ASSISTANT, 23. secks 
responsible ow with small or 
medium size agenc 


with 20 years all-round experience secks 
firm who can use his artistic ability, 
designing power, flair for display and 
exhibitions and knowledge of type _and 
prim. Is an th 
energy—can talk to higher executives 
Box 681 Ad. Weekly 180 Fleet St EC4 
PUBLIC RELATIONS lady, Ad. Mana- 
ger. experienced Publicity. Welfare, 
secks change to Public clations. 
Pleasamt, tactful personality. 
Box 450 Ad. Weekly 180 Fleet St BCS 
CHAUFFEUR—tcquires responsible posi- 
tion in London Area. 4 years’ experi- 
ence—unblemished record. 
Box 682 Ad. Weekly 180 Fleet St BC4 


ADVERTISERS & AGENTS 
Advertising man, 27, with 44 years’ all- 
round experience in busy department of 
“known” National Advertiser, seeks 
progressive change. 

Box 656 
Advertiser's Weekly, 180 Fleet St., E.C.4 


AGENCY EXBCUTIVE expericnced in 
outdoor advertising secks change for 
a position offering advance- 


meni 
Box “672 Ad. Weekly 180 Ficet St BC4 


APPOINTMENT as P.R.O. wanted by 
young, experienced Public Relations 
Executive who is also capable editor. 
Box 673 Ad. Weekly 180 Fleet St BC4 

COMPANY SECRETARY, qualified, 32, 
Scot, ex-Officer, desires secretarial Dost 
in advertising business where interest 
in advertising will be —- — 


Box 674 Ad. Weekly 180 Fieet St BCs 

EXECUTIVE, 33, wide experience adver- 

tising and public relations, excellent 

sales record, good contacts, highest re- 

ferences, desires change. Loyalty, hard 
intimate: 


ment — offers scope and reward is 
hoped f 
Box 675. "Ad _Weekly 180 Fleet St ECs 


seeks change. Studio or agency 

ove 676 Ad. Weekly 180 Fleet St EC4 

VERSEAS GENTLEMAN © 

ae in London Agency 

enced im Account Executive and 

general agency work in Australia. 

Box 683 Ad. Weekly 180 Fleet St BC4 
SHORTHAND-TYPISTS. Private Secre- 

taries, Clerks, etc. 


$924) 


We specialise 
_ efficient Personnel 


advancement conversant 
mediums. Used to dealing at Manag- 
ing Director level ; 


4s. W 
Box 697 Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


QUALIFIED 


TYPO 
(M.B.T.G_) Service in de 


Personal service 
sign and primt production 
__Box 701 Ad. Weekly “180 Fleet St EC4 


moderate cost, 
a campaigns to a single adver- 


ment 
Box 688 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS FILLED 


oox ge This  — has now a 
fitled advertiser 


wi 
thank ee large number of soplicants. 


BUSINESS OPPORTUNITIES 


CAMERA TALKS (photographers): 
Specialists in Educational Filmstrip 
Production. All enquiries to Camera 
Talks, 23 Denmark Place, W.C.2. 


NER, M.S.LA., with publicity an one 
industrial design connections and small 
staff, wishes to make mutually beneficial 
arrangements with another designer or 
other interested party with some capital. 
Box 599 Ad. Weekly, 180 Fleet St BC4 

NEON SIGN SITE. Ouisianding Neon 
Sian Site, available in the Rg of 
Liverpool. Maximum circula 
Box 559 Ad. Weekly 180 Fleet § St BC4 

SCREEN PRINT SERVICE for Trade 
Work on all surfaces. 17 Tyson Road. 
Forest Hill, London, S.E.23. FOR 
4407. 

ADVERTISEMENT MANAGER desires 
working partnership with progressive 
weekly Newspaper, Periodical, or Trade 
Journal, small investment available. 
Box 687 Ad. Weekly 180 Fleet St BC4 


ADVERTISER wishes to purchase a small 

Secretarial or Typing Agency in Lon- 
or would consider partnershi 

Box 586 Ad. Weekly 180 Fleet St - 


TO ADVERTISING AGENCIES 
A substantial London Company 
wishes to purchase outrg or obtain 
control of recognised Agency. Present 
type of allied business could produce 
valuable contacts and other profitable 
facilities Initial § information § in 
confidence to Managing Director 


Box 690 
Advertiser's Weekly, 180 Fleet St., E.C.4 


FOR ALL commercial art phone MUS 
7181 W. Partridge, 23 Bloomsbury 
Square. W.C.1 
FARMERS -HOTELS. 
vertising<display man 
chased modern store Lincotnshire 
coast town) secks to represent (or 
agencies) line appealing to Farmers. 
Hotels. Restaurants, Householders or 


Ho'iday crowds. 
Box 686 Ad. Weekly 180 Fleet St BC4 


Experienced ad- 
(recently pur- 


available. 


TO PROVINCIAL 
ADVERTISING AGENTS 


A successful and respected London Advertising 
Agency, medium-sized and fully recognised, with 
well-appointed offices and competent staff, in the 
Fleet Street area, would like to enter into negotia- 
tions with a reputable provincial agency who could 
profit by active and trustworthy London represen- 
tation (and not merely a London address). 


departments of a mo-Jern well-conducted agency are 


Principals please write Managing Director, 


Box 564 
Advertiser’s Weekly, 180 Flect Street, E.C.4 


All the 


ITOR-PROPRIETOR 
of novel character 
terest secks en 
space-eciling agenc 

Box 700 Ad Weekly 180 Fleet St BC4 


SALES AND WANTS 


AEROGRAPH Outfit, Type AFP. 
complete. As new. #15, Bettany, 11 
__ Brewer Place. S.E.18 MA 

FOR § SALE Acrograph foot pump a 
hose, model air brush, “E” model 
air brush. PRI 0501. 

FOR SALE. Massccley Showcard Print- 
ing Machine, Model 33. New condi- 
tion Almost unused Associated 
Weavers Ltd Division, Law 
Street Mills Bradford 


of a periodical 
and general in- 
of a sound 


Carpet 
Dudiey H Hill, 


PRINTERS 


LONDON LETTERPRESS PRINTERS 
invite inquities for printing for high 
lass colour, halftone and jobbing. 

Paper available. 

Box 381 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


OFFICE ACCOMMODATION FOR 
FREE LANCE ARTISTS 


Two quiet rooms availabic, first floor, 
in Adelphi area near Charing Cross 
artists 
including furni- 

Total 
tclephone 


suitable for four individual 
All facilities offered 
ture and telephone 
inclusive rem (exc'uding 


Artists 


service 


cals) €8 pw willing to 


Participate should write 


Box 645 
Advertiser's Weekly, 180 Fleet St., E.C.4 


(Continued on page 432) 
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THURSDAY, SEPTEMBER 6, 1951 


L¥ 
“Me 0 war 
Post free 


55/- (overseas) 


paper boat 


It takes more than the boy with the bicycle to 
deliver the morning newspapers which rustle so 
regularly through your letter-box. Well back in 
the chain of production you would find Olaf 
Larsen*—that is, if you knew where to look for 
him. A likely place would be Bowaters’ private 
docks at Ridham, serving their paper mills at 
Kemsley and Sittingbourne in Kent. 

Larsen is an Able Seaman, a foremast hand in one of the ships which, from May to December, 
converge on England with decks stacked high with logs of spruce which is paper in the raw. There are 
many such ships chartered by Bowaters, for each separate paper-making 
machine needs the trunks of 10,000 trees to keep it going for one week. 

Some of the widest paper-making machines in the world are in 

operation at Kemsley, turning out their eight miles of newsprint every 
half hour, all round the clock, but even that rare sight fails to tempt 
Larsen down the gangway. “For the engineers, yes,” he explains politely. 
“ But me, I am a sailor.” The real reason is he dare not spare the time; 
he is working for his Second Mate’s ‘ Ticket’. If you told him he was 
already doing quite a job helping to ensure the constant flow of raw 
material for the free press of the world he would modestly take your 
word for it! 


s THE BOWATER PAPER CORPORATION LIMITED 


GREAT BRITAIN * CANADA * AUSTRALIA * BOUTH AFRICA * U.S.A * NORWAY + SWEDBN 


© Fictitious name for a real character. 


STOP PRESS 


TRADERS’ 
CHALLENGE 


Detailed reply to Government 
policy for abolishing resale 
price maintenance made in 
report by Fair Prices Defence 
Committee representing 14 trade 
associations ranging from 
stationery to wines and spirits. 


linking monopoly 
restrictive practices with —— 
nance 


statement of 

q.. & -. public. It 

net true to say that system of 
resale price maintenance 

cause of high prices. Majority 

of branded goods are lower in 


associa- 

op were prepared to delegate 

to special committee all matters 

relating to enforcement of price 

maintenance policy. He this 
was a fair offer “to 
Government's objections.” 


PRINTERS WANT 
CHANGE IN AGREEMENT 


Executive committee of 
London Society of Composite: 
press for alteration 


Union to use its influence 

prevent members from seeking 
to add merit money on to new 
minimum rates. clause, 
they state, has — maa required 


of other print uni 

Editorial in ‘Society’ ~ 
“Journal” also states: “Failure 
to meet us on question of incen- 
tives will be construed by this 
Union as refusal to operate 
A ent in full, and we shall 

necessary steps, therefore, 

to abrogate Agreement 
enter into fresh negotiations. 


Gilded Eagles which ae 
Great Britain for Many F- 
Hulton’s “Eagle” ight 

again to herald new Dan Dare 
op which i October 5. 
Fleet of cars will visit fending 
towns. paign begins 
morrow. 


Dr. Edward L. Lioyd, vice- 
chairman and managing director 
of British A. C. Nielsen Co., 
marketing research specialists, 
unanimously elected a director 
of parent company. 


Requests for film of Inter- 
national Advertising Conference 
received by Advertising Asso- 
fam, Basle, Co Copenhagen, Dublin, “Dublin, 

ie, 
va +g ll Ne 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone : Lea 8844.) 
tchfield Street, London, establishmen| 


September 6, 1951. Printed in England by Staples Printers Limited at their Great Ti 


Mh ; s 7 a m2 : es weiestis! tO Ce . a 
' ADVERTISER'S WEEKLY > ee 
c 
+ A i ‘ 
Se 
| ertiser’s 
O.Sroas A a 
2 j T G.P.O. AS A 
i NEWSPAPER ; P| 
> eS mre net 
; rn =f / na ¢ ony beg ty PY 
e eve ; aes | 
“ maya oo y Wy , 
p : . d -y . . 
et 4 ’ | eae 4 : 
4 4 NG Y= S applied to ra goods 9 
( we o v ; 
‘ Y ; 
; 

=a 9% rv price than similar goods which 5 
. . 14 / are not branded.” 

s ? ‘ “~ ? . 
+ | % > ° ° 
= , y 4 oe ; 
j ! , pe 
clause of Agreement with 
Master Printers which calls on ie 
ee i. 
\ 
| a 

: 

: i 
b. == ee 7 
. — a | 
} ee F 


